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THAT MEAN 


BUSINESS 


193 8 will reward shoe mer- 
chants who plan and carefully pro- 
mote, but all the promotion in the 
world won't build a sound business 
without shoes that have a real plus- 
value . . . shoes authentically styled, 
shoes catefully made of reliable ma- 
terials season after season. You can 
put .Tweedies in your store com- 
pletely confident that they will sup- 
the most ambitious promotion. 

ey are reasonably priced—carry a 
full mark-up—to retail at $6.50. 
Many Tweedies dealers find them so 
good they merchandise them at a 
higher price. Their built-in plus- 
value is the answer. Tweedie Foot- 
wear Corporation, Jefferson City, 
Mo., Shoemakers since 1874. 
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VOICE of the TRADE 


COLBY M. CHESTER, Chairman 
of the National Association of Man- 
ufacturers, says: 

“] think the public is pretty much 
fed up with the fact that govern- 
ment, business and labor can’t get 
together. Business is ready. We 


want to get going. We have no 
selfish objectives. The laboratories 
are bursting with new ideas. We 


are on the verge of the greatest for- . 


ward movement this country ever 
saw, if we can get capital free to 
act. Business can take it on the chin 
if it knows what the rules are. We 
don’t like to be penalized without 
knowing the rules.” 

* * * 


ANTHONY H. GEUTING of Geu- 
ting’s, Philadelphia, says: 

“As a retailer in the City of 
Philadelphia, I am not alarmed, I 
am not pessimistic, nor am I too 
optimistic. 

“‘Man proposes, but God dis- 
poses.’ Prophecies fail, and so I 
stick to the Good Book as the wis- 
dom of the ages. ‘Sufficient unto 
the day is the evil thereof.’ 

“Shoe retailers may, therefore, 
be well advised to buy as they 


sell, and to bank on nothing. A 
pretty good philosophy at this 
time is to expect nothing and you 
won’t be disappointed. Take good 
care of your customers; don’t neg- 
lect your mark-up. If you do not 
look forward in that respect you 
will find that taxes and increasing 
expenses will eat you up. 

“Mind your own business, and 
let everyone else mind his. If you 
have a good message for your com- 
munity have faith in it. Impress 
your character upon your commu- 
nity, practice a good, sincere policy, 
avoiding opportunism but drama- 
tizing your own policy if you can. 

“Never do anything that will 
cause the public to lose faith in 
your merchandise, your service, or 
you. 


“Never have we passed through 
a period where opportunism has 
played a greater part, and people 
are getting sick of it. They have 
lost faith in all chicanery. 

“Such a policy as I have out- 
lined, if you know your business, 
will grow slowly but surely, and 
do not get tired of waiting. 

“We are as enterprising in our 
business as we ever were. I might 


say more so, but within the well 
defined limits of a budget, and 
without speculative thought. 

“This, in brief, is my advice to 
the shoe retailers of the United 
States for their 1938 program, and 
ever thereafter.” 


ITSUP TO YOU 


559, 


ma OW, 


$f 
HIERBERT POSNER of Dr. A. 
Posner Shoes says: 

“It is obvious that salespeople 
in shoe stores will have to be on 
their toes during 1938. Conditions 
will be somewhat tougher the first 
half of the year than they were in 
1937. The volume may be some- 
what harder to get. The only an- 
swer will be... better selling. The 
store where selling enthusiasm is 
kept up to the highest pitch is the 
store that will come through with 
a profit. 

“This means that the efficiency of 
the salespeople will assume greater 
importance than ever in 1938. Less 
than ever before will the store be 
able to afford lost sales. The rec- 
ords show that the average chil- 
dren’s shoe patronage is less than 
50 per cent steady customers—i.e., 
women who come back with their 








children again and again. It should 
be the objective of every store 
owner during 1938 to increase its 
customer loyalty. It can be done 
by constant contact with the cus- 
tomers, which means planned ef- 
fort through newspaper advertis- 
ing, through greater use of the 
mails, through greater efficiency of 
interior displays and window dis- 
plays. 

“Completely coordinated effort 
during 1938 will pay handsome 


dividends.” 
_ 7. * 


NOW that shorter skirts are in 
vogue, this comment from Lewis E. 
Gensler, Hollywood musical com- 
edy producer, is very interesting. 
He says: 

“Leg beauty is not a matter of 
individual preference but of geo- 
metric formula. Therefore we are 
giving the chorus girls here the 
‘caliper test.’ There is no need for 
further conjecture over what con- 
stitutes a beautiful leg. A lovely 
pedal extremity is nothing more 
than two parabolic curves, one of 
which starts two inches above the 
other and sweeps to a graceful 
union at the ankle. 

“But that’s not all. The widest 
part of the leg below the knee 
should be exactly twice the width 
of the narrowest portion right 
above the ankle. It is in this con- 
nection that we use the calipers, to 
confirm the essential ratio of two 
to one. 


3 E-E-EEEK 








“This formula allows a_neces- 
sary latitude for the determina- 
tion of beauty in the legs of girls 
who are tall and short, heavy and 
thin. In other words, it is not 
arbitrary. Girls of all types are 
given an opportunity to determine 
if their legs are beautiful accord- 
ing to a standard which is as fair 
to them as any other standard.” 

To get exactly what he means, 
look them over in Paramount’s 
“College Swing” with purely a pro- 
fessional eye. 








WELCOME LITTLE STAR 








—Out in the Yerkes Observatory in 
Wisconsin scientists recently dis- 
covered a new star, 3000 times 
larger than the sun. 

—lIt seems strange to some of us 
Lilliputian mortals that such a 
walloping big mass could be hitch- 
hiking around the universe with- 
out having been discovered or 
collided with long before this. 

—But science is ever-expanding and 
hats off to the gents who found 
Epsilon Aurigae. 

—It thrills us to realize that so many 
brilliant minds are unraveling the 
intricacies of Nature so effec- 
tively. 

—What a pity that we lack the bril- 
liant minds to unravel the intricate 
social and economic problems of 
human nature. 

—Our problems are such that only 
Man himself can solve. 

—Yet selfish interests, nationalistic 
fanaticism and unnatural isms are 
engulfing the world in a black fog. 

—Of course I'm not a pessimist, but 
1 do wish to hell Mankind would 
buck up and quit acting like ig- 
norant savages. 


p SERRE Sys > 


President 





THE Lea bill for broadening the 
Federal Trade Commission’s power 
to cover deceptive practices in ad- 
dition to unfair methods of com- 
petition has been passed by the 
House. It has already passed the 
Senate, but has been sent back to 
committee because of an amend- 
ment giving Federal Trade Com- 
mission jurisdiction over deceptive 
advertising. 

Incorporating features which have 
been urged for several years by 
the Federal Trade Commission, the 
bill as passed by the House car- 
ried severe penalty provisions, with 
fines up to $10,000 and imprison- 
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ment up to one year being specified 
for certain offenses. It also puts 
“teeth” in the Commission’s cease 
and desist orders by making them 
final if not appealed within 60 days. 
A $5,000 fine is provided for vio- 
lation of such an order. If passed 
—and there is every indication that 
it will be—it will be the first time 
that the Federal Trade Commission 
Act has been amended since enact- 
ment in 1914. 


* * * 


Q@NE of the hits of the convention 
was Hofheimer’s horse race spark 
writers. You touch a cigarette to 
one end of the paper and the spark 
separates into six channels and 
rushes down the race-way, with 
one to win and you never know 
which. 

There’s advertising copy on the 
paper and it’s quite an idea in an 
advertising novelty. 


* * * 


BONALD MAXWELL, district 
manager for the several Queen 
Quality shoe departments in Texas, 
says: 

“There are several reasons why 
I believe it best to have one’s shoe 
stock right out where the public 
can see it. In the first place, it 
makes a shoe department look like 
a place where shoes are sold. Be- 
lieve it or not, the great majority of 
people buying medium - priced 
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shoes, associate shoe cartons with 
shoe buying. Nothing brightens up 
the walls more than good, clean 
shoe cartons. When we have hard- 
moving shoes, racking them right 
out in the open, within easy access, 
will help as much as the old P.M. 
system. 

“There is such a thing as having 
too exclusive an atmosphere in shoe 
selling. Since a good 40 per cent of 
our patrons are country people, we 
try to keep our departments look- 
ing smart and business-like, with 
the air of an efficient shoe store 
rather than an ornate salon.” 
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Hi. M. McADOO, president of 
The United States Leather Com- 
pany, in his report to the stock- 
holders, says: 

“The hope was expressed that the 
year 1937 would produce more sat- 
isfactory results. For the first three- 
quarters that hope was realized, 
and with the approach of the fourth 
quarter there was reasonable basis 
for the belief that business would 
proceed at approximately the same 
level. However, the leather business 
did not escape the marked reces- 
sion which occurred in all lines 
of industry and the revaluation of 
our inventory eliminated most of 
the profits of the preceding periods. 

“What the future holds is diffi- 
cult to predict. Natural economic 
forces are constantly being im- 
peded by influences with which we 
have heretofore been unfamiliar. I 
can only report that the plants of 
your company are in excellent con- 
dition, that the relations with its 
employees are mutually satisfac- 
tory, and that the quality of its 
product continues to merit and re- 
ceive the approval of its customers.” 


* * * 


THE Nassau Bootery of Great 
Neck, New York, staged a postcard 
one-cent sale of shoes which was 
very successful. It was for one day 
only and said: 

“Are you one in two hundred? 
Buy any pair of woman’s shoes at 
low-sale prices of $2.98, $3.95, 
$4.95 or $5.95, then as long as they 
last you can get a second pair from 
any which are now selling at $1.95 
for just one cent. None of these 
$1.95 shoes sold regularly for less 
than $4, $5, or $6. Just 200 such 
give-away bargains available. Re- 
member you Must present this card 
at the time of purchase. We Must 
sell shoes—Must close out the en- 
tire present stock. This offer not 
advertised in newspapers.” 


* * * 


eSOHN GUERNSEY, in the new 
Department Store Economist, says: 

“Operating a store in 1938 can 
be a reasonably profitable venture. 
Venture is just the word. For it is 
going to take courage to plan ahead 
in the face of an outlook which is 
being made as depressing as pos- 


sible by too much conversation and 
too much political maneuvering. 
“Everything seems to indicate 
that business activity will be sharp- 
ly upward for the next two months, 
then will flatten out or recede until 
Summer, after which it will start 


WHAT DID WE BO 





a long climb with many counter- 
movements that will carry it up to 
normal (100 on the New York 
Times index) by the Spring or Sum- 
mer of 1939. If so, it will parallel 
the movement from April of 1935 
to the end of 1936. 

“I would plan the last half of 
1938 and the first half of 1939 to 
be practically a duplicate of the 
same periods of 1935 and 1936. 
The price level is 5 per cent higher 
and dollar sales should be 5 per 
cent higher, but physical consump- 
tion should be about the same.” 


* * * 


FFRANK L. CASHMAN, whose 


slogan is: “Cashmanize your Feet 
for Comfort,” in the Newark Build- 
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ing, Newark, N. J., says: 

“Take the guess work out of fit- 
ting footwear and your store will 
do a great public service. ‘When 
my feet hurt, I can’t think,’ said 
Lincoln in his age and it is just as 
true today.” 


* * * 


THE following greeting, timely 
and fitting, is extended in a neatly 
engraved card by the Walker T. 
Dickerson Company: 
“Laugh more and whine less, 
Hustle more and crab less. 
Work more and loaf less 
Boost more and knock less 
Give more and grab less, and 
Business will get better dam’ fast.” 


* * * 


A NEW JERSEY Works Progress 
Administration project employs 
eight expert cobblers to repair ap- 
proximately 110 pairs of shoes each 
day. The project has been allotted 
WPA funds of $6,850 while the 
city is contributing $6,460 to cover 
rentals, materials, etc. A previous 
project, operated from March to 
July, 1937, repaired 8,112 pairs of 
shoes; and was discontinued only 
because the need of serviceable 
footwear was not so great during 
the Summer. 














"| don't care if Fido has gota sore throat. I'm not going out without 
my other spat" 














All manner of gayly printed fab- 
rics add a gay color note to the 
Florida scene this season. 








An unusual example of the exag- 
gerated sole is this shoe with heavy 
rope under-pinnings. It’s smart 
this year to wear chubby shoes 
with informal clothes. And white 
will continue to lead all other 


colors for Summer. 
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MIA Miami Beach are just the spots to get information on 
whg y to happen in a few months farther North. Concentrated 
elatively small shopping area are the fastest selling styles of 
Apparently every maker in the country—from the $1.49 imitation buck 
and patent sandals, to the $22.50 creations of the top-notch style houses. 
The fact should be borne in mind, however, that there is also a 
danger in this very fashion-mindedness of the Miami public, for with 
this desire for style there is less demand for practicality, a situation 
that will not hold equally true later on in the North. Women in Miami 
have but one thought in mind apparently, and that is to dress like 
women of leisure. This calls for not only a rather extreme acceptance 
of sandals—some of them questionable fitters—but also for a tremen- 
dous demand for bright color, which in itself is not as practical as 
the all-white or the all-dark shoe. 

The best way to judge fashions in the South, then, is to compare 
the current acceptance of types and colors there with acceptance of 
similar types and colors in previous Southern seasons, and then decide 
on comparable changes in Northern policies. I have tried to keep this 
thought in mind in this report, and when I say, for instance, that it 
is a tremendous season for color, I mean that there is not only a great 
deal of color in Miami this year, but that there is more color there 
than ever before. This would indicate that in the North later on there 
will certainly be more color than has been seen in some time, although 
not as much as Miami. 





The Play Spirit 


Being a theorist at heart, I started tracking down shoe fashions by 
first exploring the ready-to-wear departments to see what influence 
[TURN TO PAGE 30, PLEASE] 
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SPORTS INFLUENCE COLLEGE STYLES 


TEN THOUSAND students invade 
the city of Madison, Wis., each September to attend 
the University of Wisconsin. Of these, 3000 are young 
women, between the ages of 16 and 22, who need and 
buy shoes. 

Each co-ed wants a pair or two for the campus; for 
formals, sandals are her favorite, and the Saturday 
night date has another type of requirement. 

Where does the college freshman go to replenish her 
shoe wardrobe? What shoe store is likely to get the 
trade of these young women during their four-year stay 
in the college town? 

“Dyer’s Orthopedic Shoe Store makes a bid for it 
in Madison,” answers Harvey B. Dyer, who has made 
a successful effort to build up co-ed appeal in his store. 
“My stock includes the kind of shoes that have proved 
favorites with University of Wisconsin women students, 
and to lead the co-eds from their classrooms and 
dormitories into my store, I’ve used all sorts of adver- 
tising and publicity methods.” 

Permanent resident customers are not neglected by 
Mr. Dyer in his attempts at developing the university 
trade. Rather, the value of his products has been en- 


T his article is based on several interviews with Harvey B. Dyer, 
owner of Dyer’s Orthopedic Shoe Store, Madison, Wis., and talks 


with women students at the University of Wisconsin. 
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by C. E. IVERSON 


hanced in the eyes of the high school girl and the busi- 
ness woman because the co-ed has demonstrated approv- 
al of his shoes by buying them. 

In a college town the co-ed sets the style: her younger 
sister in high school or her older sister in the business 
world both mimic her taste. 

What does a college girl want in shoes? What special 
activities does she engage in which require particular 
types of shoes? 

“The modern co-ed enters into more activities than 
her grandmother ever guessed existed,” answers Mr. 
Dyer. “One can no longer picture an American girl 
without imagining her in some sport, and sports have 
had direct influence on her shoe buying. She plays 
hockey, golf, and tennis; rides horseback, skates or 
skis. For each of these sports she has found a type of 
shoe that is particularly well adapted to help her win 
or gain maximum enjoyment from the activities. The 
ski boot, the rubber-spiked hockey shoe, the riding 
boot, the golf shoe with fiber sole or steel spikes, or 
the improved tennis shoe are all for this purpose. 

“Two common characteristics are found in each of 
these special shoes: there is enough room for the foot, 
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and the shoe has low heels. These two qualities of the 
sport shoe have had more part in influencing the co-ed’s 
choice of her school and date shoes than any other 
specific factors. Naturally, if she once finds shoes that 
are comfortable, she’s likely to keep on wearing that 
type. 

“First, public opinion clung to the high-heeled, ill- 
fitting shoe which made the young lady's foot look 
small; common sense dictated a change for everyday 
use; finally, common sense won. Today, the flat-heeled 
or low-heeled shoe is the general favorite for school 
wear on the University of Wisconsin campus.” 

Mr. Dyer has summed up the changing psychology 
in shoe selection that other shoe store proprietors have 
probably noticed on the college campuses with which 
they come in contact. The idea of comfort is para- 
mount to student buying shoes. 

“University life is busy and complicated enough 
without adding foot troubles to it,” is the co-ed’s atti- 
tude. 


COMFORT and health seem to go together in the stu- 
dents’ minds, as far as shoes are concerned. How 
recent and extensive is this acceptance of health shoes? 

“The new consciousness of personal hygiene that 
has been developed by schools, radio, and printed 
matter in recent years has had its effect on foot health 





University of Wisconsin students frequently have their 
shoes fitted by Mr. Dyer upon recommendation of the 
University foot specialist. In such cases they usually 
become steady customers for the duration of their 
college course, and sometimes continue to order shoes 
from him by mail after they have graduated. 


as well as general body health,” says Mr. Dyer. “Physi- 
cal education teachers, school doctors, and interested 
shoemen have sponsored foot examinations of grade 
school and high school pupils. Pedographs have been 
taken; foot exercises to improve feet and posture have 
been prescribed. This childhood training is remem- 
hered by the college student.” 

“Here at the University of Wisconsin,” Mr. Dyer con- 
tinues, “corrective work plays an important part in the 
department of physical education for women. Under 
the direction of Dr. Helen Denniston, associate pro- 
fessor of physical education, who is known throughout 
the country for her corrective work, the subject has 
come to touch the life of every freshman girl who en- 
rolls in the university. 

“Dr. Denniston’s special interest has been foot cor- 
rection. Her main difficulty in this work was finding a 
suitable shoe to prescribe to the students who came to 
her. For several years she complained to me that there 
was no shoe on the market adapted for corrective work, 

[TURN TO PAGE 36, PLEASE] 





How to SELL SHOES 


EEVERY shoe salesman is familiar with the various 
methods of stockkeeping and stock taking commonly 
used in shoe stores for the purpose of arriving at an 
accurate inventory of the merchandise on hand, ap- 
praising its value and determining the extent to which 
it meets the existing requirements of the business. 
There are many salesmen, however, to whom the 
thought has probably never occurred that it is equally 
essential to check up from time to time on one’s own 
individual and personal qualifications to determine how 
fully his or her talents, training and abilities are being 
applied to the business of selling shoes. 

Such a personal inventory is desirable at intervals 
for every person engaged in business, and especially 
for those who are employed in positions that call for 
the exercise of a high degree of initiative in the per- 
formance of their duties. The routine worker may go 
on from day to day actually developing increased 
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speed and accuracy from the monotonous repetition of 
those movements that are necessary in the operation 
of his machine. But the salesman, whose success de- 
pends upon the degree of intelligence with which he 
meets each new and different situation which arises in 
the course of his work, needs something more than 
mere manual dexterity. His success is dependent more 
upon the analytical side of his work, and upon the 
manner in which he develops that phase of his ability 
which has to do with human relations. And so he needs 
to subject himself from time to time to a sort of self- 
examination to determine whether he is really making 
the most of his opportunities to become an efficient 
salesman, or slipping into the habit of just doing his 
job in a routine and more or less mechanical way. 

The tendency of human nature is to follow the line 
of least resistance, and so we find drifters in every line 
of business. Shoe selling naturally has its share of 
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Seeond Installment: 


Qualifications for a Successful Shoe Salesman 


them. If they fail to 

advance in income and 
responsibility they have themselves in large measure to 
blame. Yet they are the ones who complain, frequently, 
of the lack of opportunity in shoe selling. Ultimately, 
if they follow the natural course, they will face the 
alternative of disillusionment or dismissal and of the 
two, the latter, perhaps, is preferable to getting into 
a chronic state of dissatisfaction with one’s job. 

To avoid either of these two disagreeable alternatives, 
the salesman should keep a watchful eye on his own 
daily performance, and try to observe his own actions 
objectively, as they are likely to be observed by his 
employer, who pays his salary, or by the customers 
who are dependent on his services. First of all he will 
wish to make sure that he has the necessary qualifica- 
tions to be a successful retail shoe salesman. These 
qualifications, he will readily perceive, fall into two 
classes: (1) Those aptitudes for a job like selling shoes 
which are natural or inherited and (2) the knowledge, 
skill and ability for the job which may be acquired 
through study and experience. 


THE tendency of most people is to over-emphasize 
the natural gifts necessary to become a successful sales- 
man and to overlook the fact that most of the really 
important qualifications are either those which may 
be acquired by training or at least may be developed 
and cultivated if the individual is endowed with intelli- 
gence, ambition and initiative. Assuming that a person 
has these three qualities in a reasonable degree, plus 
the natural ease and pleasure in meeting people with- 
out which he would hardly be likely to choose a sales 
career, it should be possible for that person to acquire 
most of the other qualifications requisite for success. 
The number of men or women who make good in 
any branch of the selling game by being what is known 
as a “sales genius” is probably much smaller than is 
commonly supposed. There is a lot of truth in the say- 
ing that “Genius is only an infinite capacity for taking 
pains,” and the statement implies no discredit to genius. 
sal'o perform carefully and well every detail of an oper- 
ation is virtually to assure the success of the operation 
as a whole, and yet some people seem to lack the 
patience and concentration necessary to carry any job 


through to completion in this careful and painstaking 
manner. By self analysis, a firm resolution and rigid 
self discipline, however, it should be possible to school 
oneself to perform every task connected with one’s job 
with the utmost care, until eventually it becomes second 
nature to do it in that way. Every successful surgéon 
is obliged to school himself to this sort of precision and 
accuracy, in order to become the master of his own 
technique. 

Good health and a pleasing personality are obviously 
necessary qualifications for a successful salesman. Both 
of these are, in a considerable measure, natural gifts, 
and yet both are subject to cultivation by the individual. 
In any vocation, one of the first rules of success is to 
learn how to take care of one’s health and live up to 
the relatively few rules necessary to keep fit. There 
are many good books on the subject, but learning the 
requirements is vastly easier for most people than to 
live up to them. Philip D. Armour is credited with the 
saying that anyone can succeed in life who is willing 
to pay the price. By that he meant that success demands 
the sacrifice of some things which many people are un- 
willing to give up. It is mainly a question of whether, 
in the judgment of the individual, the objective is de- 
sirable enough to make it worth while. 

A good personality is a requirement in practically 
any line of work that involves meeting the public and 
dealing with people. But personality is also an attri- 
bute which is subject to modification and improvement 
by the individual. Men and women are not cast, like 
images, in an unyielding mold; character and person- 
ality are constantly changing and developing under the 
influence of environment and experience. They are 
amenable also to the conscious molding of the in- 
dividual as he realizes his deficiencies and seeks intelli- 


_ gently to overcome them. Even good looks and the 


manners that help us “win friends and influence people” 
are possessions which today, in a measure that hereto- 
fore would have been held truly amazing, may be had 
for the effort required in cultivating them, if not actu- 
ally purchased for a price. 

Many people are firmly convinced that a glib tongue 
and the mastery of what is sometimes referred to as 
a “line” of conversation are important elements in a 

[TURN TO PAGE 32, PLEASE] 
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ROY WALTER, I. C. SMASHEY, 


President of the M.A.S.R.A. and chair- 
man ef the management committee. 
tee. 





THE latest report from the management committee of 
the Middle Atlantic Shoe Retailers Association indi- 
cates that there will be approximately 300 exhibitors 
with their lines on display at the 24th Annual Shoe 
Show of the association, which will be held on Feb. 
13, 14 and 15 at the Benjamin Franklin Hotel in Phila- 
delphia. Of this total, 58 per cent of the exhibits will 
be by manufacturers from 14 different states, 37 per 
cent will be by wholesalers and the remaining 5 per 
cent will be by accessory firms. This figure represents 
a gain of more than 50 exhibitors over last year’s show. 
Cal J. Mensch, secretary and managing director of the 
association, says that the showing will be the largest 
affair that the association has ever sponsored and he 
has every reason to believe that it will surpass in atten- 
dance and number of exhibitors any other similar show 
ever held in that territory. 

The management committee of the show, under the 
chairmanship of Roy Walter, who is also president of 
the M.A.S.R.A., embodies representation for the entire 
industry and includes M.A.S.R.A. exhibitors and mem- 
bers, the Shoe Club of Philadelphia, the Philadelphia 
Shoe Travelers Association and the Independent Shoe 
Retailers Alliance of Philadelphia. 

It has been estimated that shoe retailers in the terri- 
tory coverd by the Middle Atlantic Shoe Retailers Asso- 
ciation—Pennsylvania, New Jersey, Delaware, Mary- 
land, Virginia and the District of Columbia—-will dis- 


MIDDLE ATLANTIC RETAILERS 


Past-president of the M.A.S.R.A. and 


member of the management commit- 
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ROBERT HEMHAUSER, 
Director of the M.A.S.R.A. and chair- 


man of the membership committee. 


tribute nearly 30,000,000 pairs of shoes during this 
Spring. Of these retailers it is expected that a large 
percentage will attend this three-day congregation of 
shoe men. The management committee of the show 
furnished each exhibitor with a liberal supply of blot- 
ters, etc., to be used as inserts with invoices and corre- 
spondence to their customers, inviting them to attend 
the show, and return correspondence has indicated the 
willingness of shoe retailers to be on hand for the 
showing. 

The program of the show has been so arranged that 
retailers will have ample time to inspect the displays 
and exhibits. The questionnaires which were mailed 
out early to all exhibitors were for the purpose of en- 
abling the management to have all sample rooms, the 
directory of rooms and signs fully arranged by early 
Sunday morning, the opening day, so that exhibitors can 
set up their displays with the minimum of time and 
effort. Retailers and buyers will thus be enabled to be- 
gin inspection of lines early on the opening day. 

Sunday, the first day of the show, will be devoted 
solely to the inspection of lines. The following day, 
Monday, will be the business day of the show. A 
luncheon and business meeting will be held at noon 
in the Betsy Ross Room of the Benjamin Franklin 
Hotel, with Gordon Evans, vice-president of the 
M.A.S.R.A., presiding. 

Following the luncheon, Roy Walter, president of the 
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PLAN FOR EXTENSIVE SHOWING 


Reservations to Date for Philadelphia Show Indicate Large Gain 


Over Number of Exhibitors Last Year. Attendance is Expected 
to Reach Record High for this Three-Day Shoe Event Scheduled 


association, will deliver his message. Mr. Walter’s 
message will be followed by a style symposium, includ- 
ing men’s, women’s and children’s shoe styles, presided 
over by Miss Ruth H. Kerr, style analyst of the Calf 
Tanners Association. 

In conclusion, a business conference will be held at 
which the principle topics for discussion will be the 
business outlook for 1938, Federal and State taxes and 
various other pertinent subjects that effect the shoe 
retailer. An open forum will also be held at this time 
and the subjects of sales promotion, merchandising. 
advertising, salesmanship, shoe fitting, buying, store 
records and cooperation with allied craft associations 
will be discussed from the floor. 

At 4 p.m. on Monday, Maurice P. King of Newark, 
N. J., will preside over a special conference which will 
take up the subject of foot health, corrective footwear 
and chiropodists’ cooperation. Another such meeting 
will be held at 10 a.m. on Tuesday, Feb. 15. 


AN election of directors will be held at the close of 
the Monday luncheon-meeting and the election of 
officers of the M.A.S.R.A. will be held the following 
day by the directors. No program is scheduled for 
Tuesday, the final day, except for the aforementioned 
special conference in the morning, in order to allow 
visitors one more full day for the inspection of the 
exhibits. 

Commentating on the coming show, Mr. Mensch, 
managing director of the M.A.S.R.A., said: 

“Happenings during the past few weeks and a change 
in general conditions has caused a realignment and in- 
stilled more confidence in business. Buyers are ready to 
buy and sellers want to be right on hand when they 
do, which accounts for the fact that despite the state of 
the shoe industry for several weeks back, we are ex- 
pecting a substantial increase in the number of ex- 
hibitors and visitors at this year’s show. 

“Some retailers are making the mistake of cutting 
their prices and operating at little profit. This asso- 
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ciation urges its members to maintain their mark-ups 
and thereby offset part of the losses they absorbed dur- 
ing last Fall and I think that is a wise policy for any 
outlet to follow. Retail shoe prices in general for the 
first six months this year will be approximately the 
same as those of the corresponding period in 1937. 

“Confidence in his distribution is the greatest govern- 
ing factor that the merchant has today. With that he 
can practically ignore any decrease or advance in the 
wholesale or manufacturing markets. The successful 
retailer is not inclined to speculate, especially today. 
While he is buying in advance for a shorter period than 
he has done before and will probably continue to 
operate three months ahead instead of six months even 
after business is better, he is forced to replenish when 
stocks are low and will do so regardless of market 
conditions.” 


































































Official List of Exhibitors for M.A.S8.R.A. Show 





A 


Air-O-Pedic Shoe Co., Brockton, Mass. 
David Abrahams, Baltimore, Md. 

Alexander Rubber Co., Philadelphia, Pa. 
Arrow Decorating & Fixture Co., Phila- 


delphia, Pa. 
Ault-Williamson Shoe Co., Auburn, Me. 


Bancroft-W alker Co., Waltham, Mass. 

Barbour Welting Co., Brockton, Mass. 

Samuel Barsh, Philadelphia, Pa. 

Bates Shoe Co., Webster, Mass. 

A. G. Behn, Arlington, N. J. 

Bell-Walt and Co., Philadelphia, Pa. 

Best Shoe Co., Boston, Mass. 

Billiken Shoemakers, Lynchburg, Va. 

Blue Ribbon Shoe Co., St. Louis, Mo. 

Bond Shoe Co., New York City 

~~ and Shoe Recorder, New York 
ity 

Boston Novelty Shoe Corp., Boston, 


Mass.. 
Boyd-Welsh, Inc., St. Louis, Mo. 
Brauer Bros., St. Louis, Mo. 
Brooks Shoe Co., Boston, Mass. 
Brooks Shoe Mfg. Co., Philadelphia, Pa. 
David Brown, Baltimore, Md. 
Brown Shoe Co., St. Louis, Mo. 


c 


Carmo Shoe Mfg. Co., Carthage, Mo. 
haring Cross Shoes, Ltd., New York 
City 
Charm Step Shoes, Columbus, Ohio 
Clement-Ball Shoe Mfg. Co., Baltimore, 


Md. 
Clickstein Shoe Co., Boston, Mass. 
Elisworth S. Cohen, Baltimore, Md. 
I. Cohen & Sons, Boston, Mass. 
M. Cohen & Sons Shoes, Inc., Brooklyn, 


N.Y, 
— & Leighton Shoe Co., Lynn, 
ass. 
Collingwoed Shoe Co., Endicott, N. Y. 
Commonwealth Shoe & Leather Co., 
Whitman, Mass. 
Conrad Shoe Co., N. Abington, Mass. 
Consolidated Shoe Corp., Cincinnati, 
Ohio 
Craddock-Terry Co., Lynchburg, Va. 
Crescent Shoe Co., New York City 
Curtis Shoe Co., Marlboro, Mass. 


D 
Dainty Maid Slipper, Inc., Dolgeville, 


David Shoe Co., Philadelphia, Pa. 
Davidson Shoe Co., Nashville, Tenn. 
Diamond Shoe Co., New York City 
Display Center, Philadelphia, Pa. 
Dixon-Bartlett Co., Baltimore, Md. 

W. L. Douglas Shoe Co., Brockton, Mass. 
The Irving Drew Co., Portsmouth, Ohio 
Dunn & McCarthy, Inc., Auburn, N. Y. 


E 
Eastern Footwear Corp., Dolgeville, N. Y. 
Edgewood Shoe Factories, Atlanta, Ga. 
J. Edwards & Co., Philadelphia, Pa. 
Ephrata Shoe Co., Ephrata, Pa. 


F 
Fein & Glass, Inc., Reading, Pa. 


Feinsinger & Lyons, Philadelphia, Pa. 


Florsheim Shoe Co., Chicago, Ill. 







Freedman Shoe Co., Philadelphia, Pa. 
Freeman Shoe Corp., Beloit, Wis. 

B. Friedman Shoe Co., New York City 
FriedCole Co., Inc., New York City 


Gade-Caliri, Inc., Philadelphia, Pa. 

Gaffney-Sulkis, Boston, Mass. 

Gale Shoe Mfg. Co., North Adams, 
Mass. 

General Shoe Corp., Nashville, Tenn. 

Gerberich-Payne Shoe Co., Mt. Joy, Pa. 

G & G Shoe Co., Philadelphia, Pa. 

The H. C. Godman Company, Columbus, 

Ohio. 

S. Goldstein & Sons, Boston, Mass. 

S. L. Goldstein, Boston, Mass. 

Golo Slipper Co., Inc., New York City 

Gordon Reuben Shoe Co., Philadelphia, 


Pa. 
Green Shoe Mfg. Co., Boston, Mass. 
J. J. Grover Shoe Co., Stoneham, Mass. 


S. J. Hanick Co., Inc., Philadelphia, Pa. 
— Shoe Co., Grand Rapids, 
ich. 

Highland Shoe Co., Akron, Pa. 

Hill Shoe Co., Philadelphia, Pa. 

Hine & Lynch Shoe Co., New York City 

Hoge-Montgomery Shoe Co., Frank- 
fort, Ky. 

Hub Shoe Co., Boston, Mass. 

Hunn Shoe Co., Philadelphia, Pa. 


if 
Ideal Shoe Co., Philadelphia, Pa. 


aT 


Nathan Jacobson, Boston, Mass. 

Johansen Bros. Shoe Co., St. Louis, Mo. 

—— Stephens & Shinkle, St. Louis, 
0. 


The Kay Shoe Co., New York City 

Katz-Reisman Shoe Co., Boston, Mass. 

Knipe Bros., Inc., Ward Hill, Mass. 

M. Kolker & Co., Baltimore, Md. 

Samuel Kolker, Baltimore, Md. 

The Krippendorf-Dittman Co., Cincin- 
nati, Ohio 

Krischer, Rogers *& Fischer, Phila- 
delphia, Pa. 


L 


Langer-Lippman Co., Boston, Mass. 

Levey Bros. Shoe Co., New York City. 

= E. Lucey Shoe Co., Middleboro, 
ass. 


S. J. Maistrosky, Inc., Boston, Mass. 
eer Shoe Co., Inc., Baltimore, 


— = Mayer Shoe Co., Milwaukee, 


A, } A Philadelphia, Pa. 
Meltzer, Inc., Boston, Mass. 
Milford Shoe Co., Milford, Mass. 
The Miller Shoe Co., Cincinnati, Ohio 
P. W. Minor & Son, Ine. Batavia, N. Y. 
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N 


National Retailers’ Mutual Insurance 
Co., Chicago, Ill. 


Natural Bridge Shoemakers, Lynch- 


burg, Va. 
Nunn-Bush Shoe Co., Milwaukee, Wis. 
Nu-Way Shoe Co., Inc., New York City 


@ 
Owego Shoe Co., Endicott, N. Y. 


P 


Simon Pearl, Inc., Boston, Mass. 
Pedicraft Shoes, Philadelphia, Pa. 
a Pincus Shoe Corp., New York 


x 
Dr. A. Posner Shoes, Inc., New York 
City. 
R 


E. P. Reed & Co., Rochester, N. Y. 

ee agg Gordon Shoe Co., Philadelphia, 
a. 

Bion F. Reynolds Shoes, Brockton, Mass. 

Richland Shoe Co., Nashville, Tenn. 

Roth Shoe Mfg. Co., Cincinnati, Ohio 


M. J. Saks rapaad Corp., New York City 
&L Philadelphia, Pa. 
ys See dlen Co., Boston, Mass. 
Saxe Bros. Co., Boston, Mass. 
Schaeffer Bros., Philadelphia, Pa. 
Schawe-Gerwin Co., Cincinnati, Ohio. 
Scholl Mfg. Co., Inc., Chicago, Ill. 
The Shoe Buyer, Boston, Mass. 
Shoe & Leather Mercantile Agcy, Inc., 
Philadelphia, Pa. 
The Shoe Style Digest, Boston, Mass. 
D. Siegel, -Baltimore, Md. 
G. Edwin Smith Shoe Co., Columbus, 
Ohio 
Stacy-Adams Co., Brockton, Mass. 
State Shoe Co., New York City 
Stern Shoe Co., Philadelphia, Pa. 
Sylvania Shoe Co., Philadelphia, Pa. 


T 


E. E. Taylor Corp., Brockton, Mass. 
Tupper, Inc., New York City 


U 


United Shoe Co., Philadelphia, Pa. 
i ig Shoe Mfg. Co., Lynchburg, 
a 
Vv 


Vanity Shoes, Inc., Philadelphia, Pa. 
Virginia Shoe Co., Inc., Fredericksburg, 


Va. 
Ww 
Wall Streeter Shoe Co., North Adams, 





ass. 
A. G. Walton & Co., Boston, Mass. 
Wear Ever Shoe & Slipper Corp., S. 
Norwalk, Conn. 
Wearwell Shoe Co., Inc., New York City 
Winthrop Shoe Co., St. Louis, Mo. 
George D. Witt Shoe Co., Lynchburg, 


Va. 
Sam B. Wolf Sons Co., Cincinnati, Ohio 
Wohl Shoe Co., St. Louis, Mo. 
Wolff-Tober Shoe Mfg. Co., St. Louis, 


Mo. 








D. Myers & Sons, Inc., Baltimore, Md. 
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GOODYEAR 


GOODYEAR 


MORE PEOPLE WALK ON GOODYEAR HEELS THAN ON ANY OTHER KIND 















































THE «mall business man has had his day in the lime- 
light of Washington and it stands out as an event of 
a sort—for the “Forgotten Man” has at last been rec- 
ognized. Unfortunately, the small business man is in 
the politician’s eye for only an instant—to be forgotten 
after he has been used as a sounding board for more 
political talk. 

What is a small business? If you take the definition 
by Secretary Roper—‘the operator of a business that 
grosses less than a million dollars a year”—you have 
an opinion by a politician. On the other hand, the 
Steering Committee of one hundred small business 
men who met prior to the conference, to crystallize 
sentiment, defined small business as “individual or 
corporate, industrial or commercial enterprises em- 
ploying capital up to $100,000.” 

Let’s go still further and think in terms of retail 
business. What definition would you use there? The 
Retail Distribution Census released in June, 1937, 
says: “60 per cent of all stores in 1935 did less than 
$10,000 of business. They accounted, in the aggregate, 
for 11. per cent of total retail sales. More than two- 
thirds of these small stores showed sales of less than 
$5,000. Stores with sales of $1,000,000 or more rep- 
resent 0.06 of the total number; and retail businesses 
that do $100,000 and up represent 2.76 in numbers 
of stores. Stores with sales of $50,000 or more, al- 
though representing only 7.2 per cent of all stores, 
account for 53.3 per cent of total sales.” 

Perhaps the best answer to the whole conference of 
small business men is the remark made by one who 
was invited: “Why I should be included, I do not 
know; but my practical judgment tells me I am use- 
less. Tie Government undoubtedly has all the facts it 
needs to act in any given situation, so why waste our 


time kidding us along? I think I'll go fishing. 


We could give an even more pertinent answer 
from a famous retail shoe man, small in stature, 
who said: “We should measure men from the 
chin up. Physical size doesn’t matter. It’s what 
you do that counts.” 


The Steering Committee goes off on the wrong foot 
when it goes to Washington asking for the creation of 
a Federal Lending Agency—“empowered to grant 
loans to worthy and deserving small business enter- 
prises at low interest rates.” Banks, the country over, 


How Should Business Be Measured? 





» 
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OUTLOOK 





By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


are in the business of granting loans and you can rest 
assured that government credit requirements would be 
no less than those requested locally by banks knowing 
all the facts about the business—be it small or large. 
Easy money is not the answer to the small business 
men’s problem. 

The purpose of the meeting should not be that of 
dipping one more hand into the national treasury. 
There is too much of that already being done. 

To eliminate unfair business practices should be the 
only prime consideration of the conference, for we 
are in a competitive world and we are reluctant to 
embark on social experimentation. To restore confi- 
dence in business, large and small, is the crying need, 
because America has everything to make good business. 
If confusions could be eliminated so that work might 
go on—that would be a worthy start. 

The important thing for us to remember is from this 
age on we are in an era of surpluses. We can farm, 
mine and make everything faster than we can consume 
ii. We have too many, and too much, but there still 
remains a shortage of brains in high places and in 
low places. 

One grand-stand performance in Washington won’t 
change the order of things. It is not one event, but a 
process of understanding, taking weeks and months and 
maybe years to bring about a correction. 

Donald R. Richberg, who pleads for self-regu- 
lation of business, said: “Every great human 
adventure arrives some day at the end of well- 
marked roads over which preceding generations 
have advanced. But life cannot stand still. Man- 
kind must move. Courage and necessity drive 
men forward. Caution and comfort hold them 
back.” 

This is a day for plain speaking and if out of the 
meeting comes one little idea that will make business 
men, large and small, a little more sure-footed, it will 
have served its purpose. The problem of restoring 
confidence should not be made opportunity for squeez- 
ing cash and concessions out of Government—the true 
solution is in work and sales under the competitive 
system that will enable “merit” to win a living and 
a profit. 
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Pradise accents the new season 
utpAZTEC 


Americas Smartest Sandal 


‘4 jonors with dealers and women everywhere. 


geet ia had ‘ening in the finest leathers i the same 


NATIONALLY ADVERTISED IN VOGUE, HARPER'S BAZAAR AND MADEMOISELLE 


22 SOUTH SARAH STREET - ST. LOUIS, MISSOURI 
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OVERCOMING YOUR REAL COMPETITION 
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HARRY B, TOVE 


He writes with a background of more than fifteen years ex- 
perience as advertising counsel and merchandising co 
in the shoe, leather and allied industries. 


THE average shoe retailer is too much inclined to 
regard his competitor across the street, if not as a 
natural enemy, at least as one who is trying to take 
business away from him, even if it involves the ulti- 
mate possibility of forcing him into bankruptcy and 
depriving him and his family of a livelihood. Actually, 
in spite of such feelings of enmity or resentment, each 
merchant tends to help the other. 

Both of these shoe men think the fellow who runs 
the millinery store in the middle of the block is a 
prince of a chap. The two sisters who have the dress 
shop near the corner are charming, hard-working girls. 
So they are. But they, the milliner, the hair-dresser, 
the corsetier, the home-furnishing store, automobile 
dealer, liquor shop, bookseller, etc., etc., are just as 
much the shoe man’s competitors as the fellow in the 
shoe store across the street. 

Not so much before the depression as now . . . and 
maybe more so in the years that lie ahead. They are 
significant competitors of yours today and you have 
contributed something to their status as such! 

The shoe stores in your community support your 
effort to make people shoe-conscious and shoe-buying. 
All other kinds of retail business are virtually trying 
to tell men and women that shoes after all, are merely 


» 
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Wry Shoe Merchants Should Dramatize 
Staple Shoes, Fitting Service and the 
Ability that Comes from Experience in 


Serving the Needs of Their Customers. 
by HARRY B. TOVE 


foot coverings, an accessory to one’s dress. As long 
as a person has shoes that insulate the foot from the 
sidewalk, it seems extravagant to think of an additional 


pair instead of enjoying the delight of a new dress, hat, 


play, etc. Other tradespeople do not say these things 
outright, but their selling efforts imply almost as 
much, 

The powerful force of publicity does not favor your 
business as it does others. Look at newspaper and 
magazine illustrations in advertising and editorial text. 
Feminine faces and figures are shown in alluring hats, 
dresses, sparkling jewelry, coiffures, etc., but very, very 
seldom do you see the charming girl wearing shoes, or 
even possessing feet, unless in a shoe or hosiery ad- 
vertisement. 

The illustrative odds are against the shoe man. 
Women see enticing illustrations, in color and black, 
of so many other things which make them feel attrac- 
tive that they forget shoe needs. It may be assumed 
that too few fashion artists can draw good-looking 
feet and shoes, therefore they end the illustrations at 
the skirt line. But since legs and shoes are appealingly 
attractive, it would seem that department store shoe 
buyers should insist on having shoes put on the ladies 
sketched for the dress or coat departments. 

This, however, is a mere commentary on the appar- 
ently neutral yet actual competition facing shoe retail- 
ing. It is more manifest in the slimmer spending allow- 
ance of the average customer. 


THE margin is getting thinner and thinner between 
necessary expenditures and total income. That “spend- 
ing” money can be used up very quickly and only once 
by the same person. 

Certain surveys show that the average customer does 
not visualize any one shoe store when he or she pon- 
ders the possibility of buying new shoes. The upper- 
most thought is: Do I have to get shoes this week, or 
a dress, a hat, underwear, a new battery for the car, or 
will the bridge party use up my spending money? 

Spending money today, for the greatest part of our 
population, takes care of only a small part of the needs 

[TURN TO PAGE 55, PLEASE] 
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... because SCUFFLESS “PYRAHEEL” offers 
the extra value that customers want! 


Of course, women prefer shoes with scuffess heels! Why shouldn’t they? 

Every woman who has ever spoiled the appearance of a good pair of 
shoes by scuffing the heels is a prospective customer. And what woman 
hasn’t? 

Appearance? Du Pont’s Scuffless “Pyraheel” plastic heel covering 
makes as smart a heel as you’ve ever seen. Kid, calf, reptile and other 
effects are now available. The colors and grains are perfect, the heels 
match perfectly. 

Many of the smartest shoes sold in America have heels covered with 
“Pyraheel” —and their good looks are increased by it! 
Scuffiess ““Pyraheel” works real sales magic— make 
sure it’s on your shoes. Your shoe manufacturer 
will show you samples on request. Or write us. 


REG. U. 5. PaT.OFF 


S “ 
Psi ?yraheel” keep 
Ong ast the 5 hoe 
lasts. 
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Hosiery, gloves and glove department in Goetz-Mittelman Shop, Detroit. 


Modernized 


EN accordance with the growing recognition of the 
importance of accessory departments to a store’s busi- 
ness, Russeks, Detroit, is modernizing its store to 
emphasize accessories. The Goetz-Mittelman Shop, 
located in the Detroit store, is a part of the general 
modernization program which will extend, eventually, 
to every department and every floor. 

The shoe department, located on the main floor, 
occupies approximately 3500 square feet. In addition, 
the “Young Detroiter’s Shoe Box,” which takes up part 
of the mezzanine, occupies about the same place and 
is devoted to especially featured shoes retailing at 
$7.95. The bag, glove, and hosiery departments, also 


on the main floor, have been modernized to carry out 


New Goetz-Mittelman Shop at Russeks, 
Detroit, Includes Shoe Department, Which 
Occupies 3500 Square Feet on Main Floor 


A section of the spacious new shoe depart- 

ment with its modern treatment and ample 

display units. It is the mezzanine, devoted 
to the “Young Detroiter’s” shop. 


Store Features 


Aeecessories 


the theme of the rest of the floor, while their stock- 


rooms and offices, on the mezzanine, are near enough 


to be easily accessible. 
Oriental walnut fixtures and fiddle-back maple case 


and display interiors are a feature of the floor. Above 
the fixture line is a curtained wall, painted to harmon- 
ize with the fixtures. Indirect lighting, and new light- 
ing fixtures, modern in design and treatment, add to 


the attractiveness of the shop. 
[TURN TO PAGE 32, PLEASE | 
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other apparel might have on shoes. The 
biggest single influence in Summer 
fashions continues to be the Play In- 
fluence, and play clothes are scattered 
from one end to the other of all stores. 
Play suits, slacks and shirts, shorts, 
halters, and culottes are the order of 
the day. So shoes will follow the play 
ideas, meaning the biggest sandal sea- 
son ever. 

Blue, green, and red were the favor- 
ite colors, but there seemed to be con- 
siderable interest in various shades in 
the wine family also. I remember that 
a particularly attractive shorts outfit 
with a little bolero jacket came in 
spruce green, and a rich shade of plum, 
for instance, and other purple tones 
appeared here and there in the stores. 

I am reporting this interest in the 
wine and violine shades despite a na- 
tural antipathy. My attention was first 
attracted to it in the Five O’Clock Club 
in Miami Beach, the club that serves 
drinks on the house at 5 a. m. and 5 
p. m. every day. One of the most 
beautiful women I have ever seen, obvi- 
ously a Cuban or a Spaniard, came into 
the place wearing a sport dress of what 
I considered to be a particularly violent 
shade of purple, with a matching scarf 
about her neck, and with brown and 
white spectator pumps, and a little 
sport hat, completing the picture. The 
woman turned out to be the Countess 
Covedanga, the Cuban who married the 
eldest son of King Alfonso of Spain 
some time ago, and that OK’d the 
purple shades, as far as I was con- 
cerned. 


Sole Interest 


The only really new thing on the 
shoe horizon in the South ties in very 
closely with all this Play Influence in 
clothes. It is the shoe with the exag- 
gerated sole, and Miami retailers are 
quite enthusiastic about this type and 
feel it has real volume possibilities 
there. As you know, five or six of the 
high style buyers in New York always 
hit for Europe every year to get ideas 
about what they are going to promote. 
This year they came back with nothing 
sensational in materials, colors, or pat- 
terns, but every one of the major buy- 
ers returned with some version of the 
exaggerated sole idea. 

There are various ways of doing this 
sole. The originals were apparently 
the two or three inch cork-soled clogs 
from Italy, which were to be worn on 
the beach. The next step was the 
wedge heel, where the sole was of 
normal thickness, but developed into 
the heel in an unbroken line, so that 
the wearer walked on a flat surface. 
This allowed greater comfort in walk- 
ing than the clog, and was made up 
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into street and evening shoes, as well 
as beach. 

The race now seems to be to get a 
sole with the swagger heavy look, and 
still get one with maximum flexibility, 
and both low and high priced retailers 
seem to be settling down to the sole 
which is around an inch in thickness 
all the way back from tip to toe. Some 
times a very low heel is put on this 
sole, some times it remains a flat sur- 
face. The sole itself is quite flexible 
despite its thickness, and it is used as 
one of the major trimming details on 
the shoe, contrasting in color with the 
upper. 

Buyers in all price ranges are talk- 
ing about this exaggerated sole idea, 
and while it looks extremely high style 





at present and as though it will prob- 
ably remain a fad, we should watch 
this very carefully. If designers have 
gone as far as they can with upper 
patterns, and colors, and materials, the 
exaggerated sole might be the next 
place to turn for a new looking shoe, 
even in volume. 

Last year, women wore very delicate 
looking, high-heeled sandals with their 
informal clothes. Now it’s gone to the 
other extreme and it’s smart to have 
clubby, chubby looking feet with your 
play clothes. 

Spectator ties and pumps were really 
more in evidence than sandals when I 
was there, but retailers explained this 
by saying that the spectator shoe was 
the first shoe that a woman bought for 
her light clothes, but that in a few 
weeks sandals would be the entire 
story. Dealers seem to have made a 
classic of the open toe, open heel, open 
shank sandal, and one dealer remarked, 
“Open toes are the only things that 
will sell in Florida this year.” ‘The 
open heel, however, is not as well ac- 
cepted in the low price ranges as in 
the higher price ranges, where a bet- 
ter fit is obtained, and I still think we 
will be better off to have a heel piece 
of some kind in the back of our shoes 
for greatest volume. 

If sandals did not have open heels, 
they were usually adjusted with a 
sleeve-gore arrangement around the 
back rather than a buckle, and these 


ROUND ABOUT MIAMI 


smooth-looking, glove-fitting banded 
types are considered extremely good 
for volume. 

The draped effect in shoes is also 
coming in very strongly in high style, 
and will undoubtedly be followed 
through by volume manufacturers. 
Shoes are draped, folded, twisted, and 
tied in knots, to give a dressmaker look 
to the foot, and it is amazing how 
dainty these treatments can make a 
foot look! 


Color Summary 


There is going to be more white sold 
than anything else next Summer, and 
it will still be bigger volume than all 
colors put together. At the same time, 
the rise of color cannot be ignored, for 
it has been getting stronger year after 
year, and this year will undoubtedly 
show more volume than ever. 

All buyers in Miami agreed that 
Royal Blue would be the best selling 
color for next Summer, after white, 
and that Kelly Green would follow the 
blue. The demand has been strong for 
Kelly Green right now in Miami, and 
it was being shown more in windows 
even than blue. Miami expects to sell 
little red, and would class it as their 
third color, but with the large volume 
sale that we got on red last year I 
think it will still continue to sell over 
the country. 

Color depends somewhat on the type 
of shoe. If it is a suede shoe with small 
leather appliques or trims, it should be 
best in blue with white, then green 
with white, then black with white. It 
should also be very good with multi- 
color trims on white, or with ombre 
trims on color. On the other hand if 
the shoe is almost a half and half pat- 
tern, it would probably be better in 
blue and white, green and white, but 
then brown and white, and could also 
be made in two graded tones of the 
same color, as two shades of blue, two 
shades of green, etc. 

One high style buyer suggested 
yellow as a possible dark horse, as he 
is selling good numbers of this color 
already, and he also likes the wine tones 
and the new rust tones for Summer. 

The multi-color strap sandals that 
were so popular in the volume range 
last year are in a rather questionable 
position this year. The higher price 
stores seem to feel that multi-color is 
definitely out, except in small trims on 
white, while the medium and lower 
price stores are still showing one or 
two models in the various colors. These 
stores feel, however, that the newer 
shaded ombre’ idea has greater chance 
of volume success, and they are really 
very interested in it. 

[TURN TO PAGE 32, PLEASE] 
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salesman’s equipment. Undoubtedly the 
ability to converse intelligently is a 
prime necessity in any kind of selling, 
but this doesn’t mean that the sales- 
man must be a silver-tongued indi- 
vidual who can lure the helpless cus- 
tomer to the point of parting with his 
money by the persuasive use of his 
voice. Anyone who can tell the story of 
a product in a way that will carry 
understanding and the salesman’s own 
belief and conviction to the customer 
should be able to satisfy this particu- 
lar requirement for successful shoe 
salesmanship. Here again, the latent 
talent of the individual, his or her 
power of expression, can be cultivated 
by training and by the experience and 
— that give confidence in one- 
self. 

But before a shoe salesman can con- 
vince customers of the merits of that 
which he is selling, he must not only 
have the personal qualifications for 
selling, but must also have a thor- 
ough knowledge and understanding 
of the other two elements which enter 
into every sale, namely, the merchan- 
dise and the customer. Every good 
salesman knows the product he is sell- 
ing. He devotes a lot of time to study- 
ing it, because he knows that very fre- 
quently in the course of 2. sale a question 
may arise in the mind of the cus- 
tomer and upon the salesman’s ability 
to give a clear, convincing answer will 
depend the outcome. So a number of 
the subsequent articles in this series 
will deal with shoes and the materials 
from which shoes are made. 

Every successful salesman _ should 
also know as much as possible of the 
psychology of customers. This knowl- 


edge he may gain, either through train- 
ing or study or as a result of his own 
experience and contacts with the men 
and women he sells. In his interesting 
book, “How to Win Friends and Influ- 
ence People,” Dale Carnegie says that 
the sweetest words in any language, to 
the ears of the average person, is the 
sound of his own name. The per- 
son who has the ability to remember 
easily the names of the people he meets 
will have a tremendous advantage in 
making friends and creating a favor- 
able impression. In the case of the 
salesman, however, the greatest pos- 
sible asset he can have in selling is the 
ability to remember easily, not only 
names, but the individual preferences 
and requirements of customers. If you 
have established in the mind of a 
woman the belief that you know exact- 
ly the kind of shoes she needs and 
wants, you have gone a long way to- 
ward making that customer come to 
you whenever she is in the market for 
shoes. 

In the case of the shoe salesman, it 
is important, mereover, to know, not 
only the likes and dislikes of his cus- 
tomers, but also their individual foot 
requirements. This is the problem that 
makes retail shoe selling more difficult 
than most other kinds of salesmanship. 
It is also the salesman’s greatest in- 
dividual asset. Convince a customer 
that you are the one person who can 
fit her feet better than anyone else and 
she’s your customer “for the duration.” 


- Shoe salesmen must know feet and foot 


fitting. And for that reason, the next 
installment in this series starts at the 
very beginning of this subject and takes 
up “The History of the Human Foot.” 
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Promotional Materials 


I reported last year that there is 
very little new in materials, but that 
accepted materials are shifting about 
in their degree of popularity. This 
changing of positions has continued 
through the year, and materials may 
now be fairly accurately judged from 
the sales of last season. The importance 
of shoe materials in Florida, of course, 
really comes down to the importance of 
materials in sandals, as these are the 
only types that are really liked whole- 
heartedly. This is the way sandal mate- 
rials will stack up then. 

Southern buyers have been promot- 
ing suede for several years in Miami. 
Their promotional shoes will be in 
suede again this year. 

White Jeathers, of course (kid, calf, 


patent and buck), are basic and hold 
their own at all price ranges. 

Patent leather was first considered 
desirable in Summer sandals just about 
three years ago. It is still liked in 
sandals quite well, particularly in 
white, because of its sparkling look, 
and the easiness with which it is clean- 
ed. It does not have the same high 
fashion appeal that it did back on Lin- 
coln Road in January 1936, however, 
and has now assumed more of a staple 
position in the line up. 

The real high fashion siores felt that 
the way to use patent leather was in 
combination with suede, or as trims on 
suede, rather than in all-over patent 
shoes, but volume stores will still play 
all-over sandals in patents. 

Fabrics continue to hold their own, 
with quite a bit of interest in prints 


this year. High priced dealers are more 
interested in the dark- ground prints 
with an all-over figure of some kind 
than they are in white grounds, but I 
think there is a place for both types of 
treatments for volume this Summer. 
The widely spaced floral print of last 
year, however, has given way to small- 
er, more all over type of pattern, and 
it looks considerably daintier and 
fresher than did last year’s. 

I was interested to find out why print 
shoes sell during a print dress season. 
It does seem strange, because there’s 
no question that a print shoe, worn 
with a print dress, looks like the devil, 
but the whole thing apparently comes 
down to the fact that women get print 
conscious in a big print dress season, 
and want print shoes to wear with 
their plain dresses, as a reversal of the 
plain shoes they wear with their print 
dresses. There’s a lot of interest in ac- 
cessory tie-ups with print shoes—bags, 
bandannas, belts, etc., to make an en- 
semble effect. 

Summarizing, for a volume sandal 
business, materials should line up: 
Suede, patent, kid and calf, prints, 
plain fabrics, in about that order, and 
colors should be blue, green, red and 
then the rust family. 
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To extend the effect of the store’s 
exterior, and to attract the casual 
passersby, the exteriof has been en- 
larged from the former 40 feet on 
Woodward Avenue, Detroit’s Fifth 
Avenue, to a spacious front of 63 feet. 
An additional elevator, the first of 
three new ones planned to replace those 
now in operation, has been installed to 
accommodate customer traffic to all 
six floors of the store. 

The remodeling plan of the Goetz- 
Mittelman Shop is one which is keep- 
ing the store in touch with a progres- 
sive modern merchandising spirit, and 
which is providing for the customer 
a place attractive enough to make her 
want to shop there. 


Returns to Shoe Business 


Cuicaco, Inu.—After wearing the 
uniform of a Captain in the United 
States Army for the last four years, in 
connection with the supply activities 
of the Civilian Conservation Corps, 
Captain J. G. Llewellyn has returned 
to the shoe business and is now asso- 
ciated with the Superior Shoe Com- 
pany, 500 South Peoria Street, Chicago, 
manufacturers of children’s shoes. 

During the Shoe Fair Mr. Llewellyn 
had his line on display at The Stevens 
Hotel. Buyers from coast to coast 
called on him there, and he reports 
opening a number of new accounts. 
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YOU'LL SELL THEM 
IF YOU SHOW THEM 


Men like the Ball-Band Savoy Rubber Oxford 
—the rapidly increasing popularity of this 
new number proves that beyond a doubt. Per- 
haps it's the smart new leather-grain finish 
and clever oxford appearance that appeals; 
perhaps it’s because Savoys are so light and 
comfortable, and so easy to get on and off; 
perhaps it’s because men appreciate the fact 
that it gives them style and extra protection 
in a man’s rubber. Anyhow, Ball-Band Savoys 
are selling. and dealers everywhere are 
cashing in on this fact. Do yourself and your 
men customers a favor this spring — show 
Ball-Band Savoys and you'll sell them. Order 
samples today—or we'll be glad to have a 


salesman call if you prefer. 


MISHAWAKA RUBBER & WOOLEN MFG. CO., 
280 Water Street, Mishawaka, Indiana 





LOOK FOR THE RED BALL 


BALL- BAND 
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Shoe Manufacturers 


Czechoslovakia 


AT the 33rd annual meeting of the Board of Directors 
of the National Boot and Shoe Manufacturers Asso- 
ciation, held in Chicago during the National Shoe Fair 
in January, the proposed reciprocal trade agreement 
with Czechoslovakia was one of the principal subjects 
of discussion. This resolution has since been deferred 
individually to the members of the board for their con- 
sideration, and has just been released for publication. 


The complete text is as follows: 


WHEREAS at the regular quarterly meeting of the Board 
of Directors of the National Boot and Shoe Manufacturers 
Association held in New York City, May 18, 1937, subsequent 
to the announcement by the Secretary of State of contemplated 
negotiations of a Reciprocal Trade Agreement with the Gov- 
ernment of Czechoslovakia, the staff of the Association was 
instructed to gather and compile data, and consult the Industry 
relative to possible effects on the American Shoe Industry of 
such reciprocal trade agreement; 


AND WHEREAS, it was the opinion of the Board of Direc- 
tors that any approach to the problem on the part of the Shoe 
Manufacturing Industry should be carefully and thoughtfully 
considered by the entire Industry, asd the staff was therefore 
instructed to make reports to members of the Industry and 
others interested upon request for information, advising them 
of the progress of the investigation and findings, but not to 
enter into general publicity during such survey and study; 


AND WHEREAS, the staff of the Association made such 


| study and furnished such information over a period of more 
| than six months, and despite numerous solicitations by the 
| Trade and General Press for statements regarding the possible 








effect on the Shoe Industry of the contemplated Reciprocal 
Trade Agreement, the Officers and staff of the Association 
steadfastly declined to enter into any general publicity re- 
garding the matter; 


AND WHEREAS, the staff has followed the instructions of 
the Board of Directors carefully and diligently and prepared 
a formal survey of the situation, from which it was clearly 
apparent that the duty on Czechoslovakian shoes imported into 
the United States is lower than to any other country to which 
Czechoslovakia exports shoes; that the duties on such shoes 
imported into the United States are lower than the duty on any 
of the other thirty-one principal dutiable products imported 
into the United States from Czechoslovakia; that Czechoslovakia. 
with only one outstanding shoe manufacturer in that country 
enjoying practically a monopoly of shoe manufacture and dis- 
tribution, actually exported to the United States during 1936 
more shoes than all the manufacturers of the United States 
exported to all countries of the world; that imports from 
Czechoslovakia constitute a very large proportion of all imports 
of footwear at an average value per pair very much lower than 
the average pair value of shoes produced in the United States: 
that imports of shoes into the United States since 1928 have 
greatly exceeded our exports; that the latest available data 
from the Bureau of Internal Revenue show more than 57 per 
cent of American Shoe Manufacturers with a deficit in oper- 
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Adopt Resolutions on 


Trade Agreement 


ations, the net income of all shoe manufacturers as only 2.25 
per cent of gross income, the dollar volume of the Industry in 
1935 as only 67 per cent of 1929 although employing 98 per 
cent of the workers employed in 1929 with annual wages total- 
ing 77 per cent of the payroll in 1929; 


AND WHEREAS, at the meeting of the Board of Directors 
on October 1, 1937, the Directors reviewed the formal study 
and survey hereinbefore mentioned and approved of its presen- 
tation and instructed the staff to further inform the Industry 
of its findings, to make formal news releases not earlier than 
one week after filing the Association’s Brief with the Com- 
mittee for Reciprocity Information, and to advise members, in 
response to the many protests, suggestions and inquiries re- 
ceived, to express their views to the Chairman of the Committee 
for Reciprocity Information in accordance with notices received 
from the Secretary of State; 


AND WHEREAS, notwithstanding these facts, and despite 
the keen interest and many sincere protests on the part of the 
Shoe Industry, comments were made by officials and recorded 
in the Minutes of the Public Hearing, referring to “Organiz- 
ing Drives, Lobbying, and Turning on the Heat” and during: the 
Hearing regarding shoes the Secretary of State was quoted in 
the Public Press that “the State Department would not be 
bluffed by special interests”; 


THEREFORE BE IT RESOLVED, by the Board of Direc- 
tors of the National Boot and Shoe Manufacturers Association 
at its 33rd Annual Meeting, in view of the foregoing, that the 
Board of Directors endorse the presentation of the Chairman 
of the Board and the President of the Association at the Public 
Hearing, which were previously carefully considered by the 
Board, and further that the Board of Directors approve the 
actions of its staff in supplying information as to the progress 
and results of its investigation to those interested, and re- 
ferring those interested and protesting the inclusion of shoes 
as an item for negotiation in such trade agreement, to direct 
their protests to the Chairman of the Committee for Reciprocity 
Information; 


AND BE IT FURTHER RESOLVED that the staff of the 
National Boot and Shoe Manufacturers Association be instructed 
to continue to acquaint shoe manufacturers, shoe workers, rep- 
resentatives in the Federal Government, and the general public, 
with the facts relative to exports and imports of shoes, and 
especially to conditions existing in Czechoslovakia as to wages 
and hours and exploitation of youth, which in the opinion of 
the Board of Directors of the National Boot and Shoe Manu- 
facturers Association, constitute unfair competitive advantages 
over the American Shoe Manufacturing Industry and are 
diametrically opposed to our American standards and the aims 
for industrial relations in the United States as expressed by 


the President of the United States; 


AND BE IT FURTHER RESOLVED that copies of these 


resolutions be printed with the names of Officers and Directors 


of the Association who individually and collectively endorse the 
same, with the names and addresses of their companies ap- 


pended thereto, and sent to the Committee for Reciprocity In- 
formation, to all members of the Industry, and further to be 


officially published by the Association. 
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With Cushioned Comfort aud Smart Style 








Style No. 560. Black Kid 
Blucher oxford, arch brace 
and metatarsal construction. 
Kid quarter lining. Vanity 
last. $-point cushion, 16/8 heel. 
Sizes AAA 5/9, AA 4116/9, 
A 4/9, B $%/9, C 38/9, 
D & E 2%/9. 


The “MARLENE” 


Vanity Last 





Rohn Nu-Matic Cushioned Shoes provide you with 
a Profitable Feature Set-up. A live sponge rubber 
cushion —arch brace—Metatarsal Pad. Floating 
Comfort is assured. All styles shown are in stock 


for immediate delivery. 


ROHN NU-MATICS MAKE WALKING A PLEASURE 





No. 540 





The “BUCCANEER” 
Foot-Former Last 
Style No. 502. Black kid south- 
ern tie oxford, arch brace and 
metatursal construction, kid 
quarter lining. Foot - Former 
Last, 3-point cushion construc- 
tion. 10/8 heel. Sizes AAA 5/9, 
AA 4%/9, A 4/9, B 3%/9, 
C 3/9, D, EH, BE, and EEE 24/9. 


The “GRACIA” 
Arch Hug Last 
Style No. 540. Black kid blucher 
oxford, arch brace and meta- 
tarsal construction. Kid quarter 
lining. Arch hug last, 8-point 
cushion 12/8 heel. Sizes 
AAA 5/9, AA 43/9, A 4/9, 
B 3%/9, C 3/9, D & E 2%/9. 


No. 502 





3 Point 
Nu-Matic Shoe 


ie Nu-Matic Arch Brace 
Ze Nu-Matic 
Metatarsal Pad 


Be nu-matic Cushion 














SALESMEN 
Choice Territories 


Open 


Note the riame on the arch-brace and 
metatarsal pad. Visible to your customer's eye, 


and, therefore, a helpful selling feature. 


BEWARE 


of Imitations 
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edge in the boys 
clicked? Our order books an 


with a bright future—write to 


HARRISON SHOE CO. 
EVERETT, MASS. 











f get your stock otcers 
promptly ? 
YOU WILL WITH LINCOLN SHOES 


Part two of our policy of giving the independent retailer an 

field is prompt, accurate stock service. 
Part one is all around balanced values that can look any compe- 
tition in the face and come up smiling. Have Lincoln Shoes 


"yes." If you are an established, rated retailer and are inter- 
ested in the exclusive local rights to a line of boys’ $3 retailers 


account list emphatically say 





Black Bal Oxford 


Rubber Heel 


Chro Sole 
. THE J r 
RETAILING °* in-stock 


SHOE for BOYS 1 to 6 B-C-D 








Sports Influence College Styles 
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which was very attractive and stylish.” 

Attractive shoes? Of course, the 
co-ed wants these. She believes in com- 
fort and in health, but what young 
lady can reconcile herself to complete 
disregard of style? Surely not the uni- 
versity co-ed. 

Mr. Dyer and Dr. Denniston com- 
bined their efforts to design a shoe that 
a doctor could approve of and a shoe- 
man could sell. Dr. Denniston supplied 
the orthopedic and shoe last ideas, and 
Mr. Dyer prescribed the colors and pat- 
terns acceptable from the style stand- 
point, It took several years of experi- 
menting to develop the shoe, but there 
is no doubt that Wisconsin students like 
it. New stocks in the 30 different color 
combinations are sold out almost im- 
mediately after being received. 

Granting that you have a shoe that 
college women are sure to like, what 
methods of informing the students can 
you use? 

“Contacts in the university have 
done much to promote my sales to co- 
eds,” says Mr. Dyer. “My work with 
the physical education department gave 
my store a reputation not only for 
carrying the kind of shoes that doctors 
and physical education teachers recom- 
mend, but also for knowing how to fit 


these shoes correctly. Thus when this 
department or the hospital unit of stu- 
dent health has co-eds with foot 
troubles, they are sent to me for fitting. 

“If the foot defect is found during 
the freshman medical examination, and 
the student is sent to me, I am likely to 
have her trade for the whole four years 
that she is in college. Even after she 
leaves school, very often a girl will 
continue to order her shoes here by mail, 
and she leads her mother and sisters to 
do the same. 

“Physical education students gradu- 
ated from the university go out as 
teachers in other colleges, and often 
send back to secure shoes from me for 
their pupils in need of foot correction. 
Just the other day we received letters 
from a teacher at Stephens College in 
Columbia, Mo., and one at the Missis- 
sippi State College for Women, who 
wanted to have the shoes they used in 
Madison for their students. In a case 
like this, an agent is appointed from 
among the students to handle the busi- 
ness end of selling the shoes, while 
the teacher supervises the fitting. 

“By furnishing the shoes for demon- 
strations in the home economics depart- 
ment,” continues Mr. Dyer, “our prod- 
ucts are recommended in educational 


programs to home economics students.” 

Other means of stimulating sales to 
co-eds are collegiate window displays. 
Labeling the shoes according to the 
college dormitories proved effective, 
Mr. Dyer says. One popular shoe, hav- 
ing an inch heel and made of dark 
green bucko with brown alligator trim, 
was called “Barnard Hall”; another 
with rather a round toe, made of brown 
elk, trimmed with alligator and a 
“Scottie” shawl tongue, was called 
“Langdon Hall.” 

Sometimes the shoes are labeled: 
“I’m Connie,” “I’m Jackie,” or “I’m 
Skippy.” During homecoming weekend, 
a display of shoes sprinkled with photos 
of former famous University of Wis- 
consin football players decorated the 
window. 

“I believe in going to the student 
with my product, rather than waiting 
for her to come to me,” says Mr. Dyer. 
“In the library of the physical educa- 
tion and women’s building, I have a 
showcase with some of my shoes ex- 
hibited. Advertising in the Daily 
Cardinal, student newspaper, proves 
valuable, especially when the fashion 
editor cooperates with me. After-din- 
ner talks and demonstrations at sorority 
houses and dormitories to display shoes 
that they are interested in stimulates 
business.” 

To Mr. Dyer, the 12 years that he has 
run Dyer’s Orthopedic Shoe Store have 
been hard work, but it is work at a 
hobby. The atmosphere of his store 
suggests friendliness, sympathy for 
foot troubles, and a desire to satisfy. 
Enthusiasm about the value of ortho- 
pedic shoes never languishes, even when 
a customer sits for an hour and a half, 
‘trying to make up her mind.” 

From the business standpoint, the 
store avoids competition of other shoe 
stores in Madison by its specializing. In 
the Fall and early Winter months of 
1987, when business experienced a gen- 
eral slump, Mr. Dyer was going along, 
not at his usual pace, but with in- 
creased sales. People can’t stay away 
from a druggist when their bodies are 
sick; neither can they do without the 
shoe druggist when their foot needs 
care, 

Let’s develop co-ed appeal, then, 
according to Harvey Dyer’s formula: 

Fit the co-ed with comfortable, 
healthful, attractive shoes, and she 
can’t help but come back to you for 
more. Then your “college town” shoe 
store is sure to succeed. 





Cotton with 
Belleville Shoe Co. 


BELLEVILLE, ILL.—Jack Cotton, well- 
known former shoe buyer at the Boston 
Store in Milwaukee and the L. Klein 
store in Chicago, is now connected with 
the Belleville Shoe Mfg. Company of 
this town and will represent them on 
the West coast as their special factory 
representative. Mr. Cotton will make 
his headquarters at 1633 South Fairfax 
Avenue, Los Angeles, Calif. 
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you've got to get customers with 
you on something more than price" 






When the chairman of the board of selling strategy expressed that idea, 
it was recognized as a sound suggestion for obtaining profitable business. He 
knew, if price alone were allowed to be a major influence in customer relations, 
there would be nothing permanent to which a dealer could anchor business. 
On the other hand, with 


KISTLER “BENCH BRAND’ SOLE LEATHER 


A BALANCED TANNAGE 


to attract and satisfy trade, there would be a foundation for building up a 
feeling of preference, always most dependable from a steady business stand- 
point. Kistler “BENCH BRAND” Leather Soles add dollars of value to men’s 
shoes. Wearers soon realize it. They know too, that preference for them can be 
gratified at a price which does not impose a strain on the pocket book 
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NEW AIR STEP LINE FOR SPRING 
MOST SENSATIONAL OF ALL... 


he DOLORES 


SANDORA 


JERRY 


WHY AIR STEPS SELL FAST 


Because Air Step shoes offer the newest, smartest 
materials, colors and patterns . . . because Air 
Step’s “magic sole” (a feature you can demonstrate 
right in your store) means the end of foot fatigue 
in style shoes . . . because Air Step advertising in 


five national magazines reaches more than 30,- 
000,000 women of all types . . . That’s why Air 
Step sells fast—so fast that it is easily the most 
sensational line of women’s shoes. Convince your- 
self. Write or wire for a representative to call. 
There are still a few franchises available. 


MANUFACTURERS, ST. LOUIS 


Rwoww Gaoe Gowran 
Aft / STEP 
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a ORR PEF 


BIG SEASON AHEAD FOR THESE NEW 
BUSTER BROWNS FOR CHILDREN 


a 


BEST SELLER FOR OVER 30 YEARS 


And this spring these best sellers have the most 
complete line, the smartest styles, the most effec- 
tive advertising backing in all their history. In 
four national magazines the story of Brown foot- 
shaping lasts and Health Cushion is told to more 


Browns are styled to make a hit with growing 
boys and girls as well as parents, the dealer who 
features them is almost certain to get a bigger 
share of the children’s shoe business. See the full 
Buster Brown line for spring. Our representative 


than 19,000,000 parents. And because Buster will be glad to call. 


Wwwrs Saoe G@warQGieny, — MANUFACTURERS, ST. LOUIS 


Buster Brown Shoes <& 
uster Drown anoes “se 


Buster Brown 
ads where parents 


will read them 
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STRENGTH 
SECURITY 
ECONOMY 


UNISHANK 


BREASTLOCK 
HEEL 


UNISHANK innersoles and BREASTLOCK wood heels are two 
logical and practical features that progressive manufacturers 
are using on women’s high heel shoes. 


The BREASTLOCK heel with its special anchoring device, to- 

gether with UNISHANK innersoles, gives new security against 

“kicking under” or “kicking back.” Smaller and shorter soles ‘ 
can be used and flap laying is eliminated. Unishank gives 

rigid arch support that is vitally essential. 


Modem style versions emphasize the importance of these two 
basic improvements in shoemaking technique. 


UNITED SHOE MACHINERY CORPORATION 4 


BOSTON. MASSACHUSETTS 
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“HUB” GORES’ 


made with “Lastex” yarn 


now available 





The manufacturers of “Hub” Gores, for generations the leading goring of 
America, have created a new line of gores in which “Lastex” yarn is used, 
for permanent elasticity, for beauty of appearance and for comfort in wear. 
Hundreds of thousands of shoes are being made today with gores incorporat- 
ing “Lastex” yarn. Gore manufacturers are adding many novel and attractive 
numbers to their lines. Buyers throughout the country are demanding gores 
made with “Lastex” because: (1) Its easy and gentle stretch will not bind the 
foot; (2) Its elasticity will not weaken; (3) “Lastex” is the best-selling name 
in any branch of the apparel industry today. In the “Hub” Gore line now 


made with “Lastex,” the numbers which have won popularity include: 


GABARDINE HUB SILK GORE 

RAYON GABARDINE HUB HONEYCOMB GORE 
CHECKERDINE HUB RAYON GORE 
MESH GORE HUB MERCERIZED GORE 


All approved Stretchable Shoe Materials made with “Lastex” yarn are sold 
through Alfred Vamos, 450 Marbridge Building, New York City, the in- 
ventor of stretchable leather and gabardine. For samples, prices and detailed 
information on Hub Gores or other stretchable shoe materials made with 


“Lastex,” apply to him. 


For booklets and general information on the uses and advantages 
of “‘Lastex,”” The Miracle Yarn, in any type of apparel for men, 
women or children, always feel free to write to the address below. 





*Registered trade mark, 
Everlastik, Inc., Chelsea, Mass. 





--»-THE MIRACLE YARN THAT MAKES THINGS FIT 
REG. U.S. PAT. OFF. 


An elastic yarn manufactured exclusively Ny by United States Rubber Products, Inc. 
1790 Broadway UD, New York City 
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DON’T GAMBLE wr 


YOUR PROFITS... 










HERE ARE FACTS: 


The wide awake, aggressive retailer, like the professional 
gambler, makes sure the odds are in his favor. This means a 
styled line of women’s shoes in kid, because: (1) Kid flatters 
your customers; makes the foot look trim, makes the foot look 
smaller than do shoes of any other leather or material. (2) No 
rubber backing need be used in shoes of kid. (3) Kid “breathes” 
naturally, no bizarre cuts are necessary for ventilation in shoes 
designed of Kid. (4) Shoes of Kid are restful to the feet; soft 
and pliable, at the same time they support tired feet, give 
greater strength and resistance to fatigue. (5) Doctors recom- 
mend Kid shoes, on account of Kid's ideal contribution to the 
physiological and functional requirements of footwear. (6) Kid 
is impervious to water. 


Get behind shoes of Kid, cash in on the profits they can mean 
for you, stack -the selling odds in your favor. Shoes of Kid 
will repay you on tomorrow's as well as on today’s business ! 


SURPASS LEATHER CO. 


Philadelphia, Pa. Tanneries in Philadelphia and Gloversville. Branch offices in New York, Boston, Cincinnati, St. Louis, 
and Milwaukee. Agencies in London, Paris, Milan, Brussels, Stockholm and other foreign cities. 
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Shoe Vers 


THIS WEEK IN THE SHOE TRADE 
SATURDAY, FEBRUARY 5, 1938 


NATIONAL NEWS 





Dates Set for Boston Shoe Show 


Showing Sporisored by the New England Shoe and Leather 
Association Scheduled for June 6, 7 and 8—Annual Meeting 
to Be Held on February 9 


Boston, Mass.—In response to a call 
by President Dempsey, a quorum of 
directors met January 22 and trans- 
acted the following business: 

Dates for next Boston Shoe Show 
were set for June 6, 7 and 8. 

The secretary submitted a report of 
the work and the expense involved in 
the preparation of our case, and in 
representing the manufacturers of 
women’s cemented shoes before the 
Committee for Reciprocity of the State 
Department in opposing any conces- 
sions to Czechoslovakia in the trade 
agreement now being negotiated with 
that country, and in organizing and 
presenting our case before the United 
States Tariff Commission at Washing- 
ton in support of our petition that the 
present duty of 20 per cent on cemented 
shoes be increased and based on the 
American value of such shoes. The 
report was unanimously approved. 

The action of the executive committee 
on Dec. 29, 1937, in authorizing the 
removal to new quarters at 210 Lincoln 
Street, and of authorizing President 
Dempsey to sign a lease of the new 
offices, was ratified. 

The change in quarters is another 
forward step of many during the past 
two years that have contributed to the 
recent progress the association has 
made in serving the New England 
industry. 

The new location is more nearly in 
the center today of activities of shoe 
manufacturers, wholesalers and leather 
firms and thus more convenient for 
members and the trade generally, to 
avail themselves of the manifold ser- 
vices provided by the association. 

The directors voted to postpone the 
annual meeting to February 9 so that 
the meeting might be held in the new 
quarters. It was also voted that the 
trade be invited and a buffet luncheon 
be served. 

On motion made and seconded, it was 
voted that the president appoint a 
Committee on Budget for 1938 and a 





DATES TO REMEMBER 


Middle Atlantic Shoe Retailers Asso- 
ciation Annual Convention, Benja- 
min Franklin Hotel, Philadelphia, 
BOs cscccavea ne February 13, 14, 15, 1938 

Monthly Shoe Buyers Days, Chicago 
Shoe Travelers Association, Hotel 
Morrison, “Chicago, IIl. 

Feb. 28, March 1, 1938 

Buffalo Shoe Show, Buffalo Shoe Re- 
tailers Association, Hotel Statler, 
Buffalo, N. Y. ........ March 6, 7, 

Fall Showing Shoe Fashion Guild of 
America, Hotel Biltmore, New York 

May 2, 3, 4, 1938 

Pacific Northwest Shoe Retailers Asso- 
ciation Convention, Multnomah 
Hotel, en” hag" 

31, June 1, 1938 


Midwest Shoe Fain. Netherland Plaza 
Hotel, Cincinnati, Ohio 
June 5, 6, 7, 1938 
Boston Shoe Show, New England Shoe 
and Leather Association, Hotel Stat- 
ler, Boston, Mass....... June 6, 7, 8, 1938 
Annual Convention, California Shoe 
Retailers Association, Hotel Oak- 
land, Oakland, Calif...June 6, 7, 8, 1938 
Iowa Shoe Fair, Iowa National Shoe 
Travelers Association, Hotel Fort 
Des Moines, Des Moines, Iowa 
June 12, 13, 14, 15, 1938 
Annual Convention, National Leather 
and Shoe Finders Association, Con- 
gress Hotel, Chicago, IIl. 
June 20,. 21, 22, 23, 1938 


1938 





Committee on Nominations of officers, 
both committees to submit their reports 
at the annual meeting. 


Shoe Mfrs. Board of Trade 
Elect Officers 


New YorkK—tThe election of officers 
of the Shoe Manufacturers’ Board of 
Trade of New York, Inc., was held at 
the meeting of the members of that 
organization at the Hotel McAlpin, re- 
cently. Morgan Grossman was reelected 
to the presidency for the fifth succes- 





sive year, and Simon: Goldstein, who 
has served for the same period as 
treasurer, was also reelected for the 
current year. New officers chosen were: 
J. J. Pincus, vice-president, and Michael 
J. Wolf, secretary. 

Michael A. Miller, Herman Delman, 
Philip Weinstein, Andrew Geller, 
Emanuel Grossman and David S. Cohen 
were elected to the board of directors. 

A committee was chosen to lay plans 
for events during the World’s Fair 
Year of 1939. Simon Goldstein was 
made chairman. 

In his report for the year just ended, 
President Morgan Grossman cited the 
14 per cent increase of: production that 
occurred during the first six months 
of 1937, contrasting it sharply with the 
reduced production of the latter half 
of the year. 

“The shoe industry of New York, 
like other producers of luxury mer- 
chandise,” he said, “has learned that 
demand for its product may be sub- 
jected to severe declines during periods 
of recession. But we know that such 
declines are only temporary. Courage 
and imagination are the prime factors 
necessary at this time, to preserve the 
position of leadership which we have 
long held in the world of women’s shoes. 
The best proof of the presence of these 
qualities by New York’s shoe manufac- 
turers, is to be found in the fact that 
the rest of the shoe world is quick to 
adopt the innovations which we intro- 
duce. The ‘sincere flattery of imitation’ 
is the tribute which all other shoe cen- 
ters strive to pay us, and never more 
earnestly than now.” 





Employees Awarded 
Service Pins 


NasHuvA, N. H.—Fifteen-year service 
pins have been awarded to seven em- 
ployees of the local plants of the J. F. 
McElwain Shoe Co. They are the first 
to be given and mark employment in 
the concern since its organization. Five- 
and ten-year pins have been presented 
in the past. 

Major Robert C. Erb, general man- 
ager of the concern, gave the 15-year 
pins to the following employees: 
Charles Venne, Michael Murphy, Mrs. 
Marie Sweeney, Ovide Gagnon, Armand 
Bellevance, Arthur Fuller and Theo- 
phile Leclerc. 















|. MILLER Shoes Have Scuffless Heels 
























The main reason why customers prefer shoes 
with Scuffess “PYRAHEEL” is that they 
won’t check, crack or scuff. And manufac- 
turers like scuffless heels because they’re al- 
ways uniform—and because they make shoe 
sales easier! Write for complete information. 


E. 1. DU PONT DE NEMOURS & CO., INC., PLASTICS DEPT., INDUSTRIAL DIVISION, ARLINGTON, N. J 
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Colonial Announces Contest 
Winners 

Boston, Mass.—The five prize win- 
ners in the contest for a name descrip- 
tive of Colonial Colored Patent have 
been announced. The first prize of $100 
has been awarded to Frank S. Gorman, 
of Manchester, N. H. Four additional 
prizes of $25 each were awarded to Mrs. 
Arthur Lehrman, of Harrisburg, Pa.; 
F. Melchore, of Long Island, N. Y.; 
Robert M. Sanders, of Sumter, S. C., 
and Evelyn Woodbury, of Boston, Mass. 

Th Colonial Tanning Company, in 
thanking all who submitted entries, ex- 
pressed regret that more prizes could 
not have been given, since so many ex- 
cellent names were submitted. 

Over 1100 names were received, com- 
ing from such far-off places as the 
Philippines, Italy, Greece, India, Fin- 
land, Czechoslovakia, Holland, England 
and Venezuela. Such a response indi- 
cates the world-wide interest in Ameri- 
can products and the _ international 
coverage of American trade publica- 
tions. 

When asked for a statement regard- 
ing this contest, the Colonial Tanning 
Company, through Archie Kaplan, said, 
“Tt was a revelation to us to see these 
names pour into our office. We realize 
that, in addition to those who actually 
responded to our contest announce- 
ment, many hundreds more also read 
the advertisements, but either did not 
bother to try their luck or perhaps did 





not mail their entries in time to meet 
the announced closing date. It has been 
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gratifying to us to realize that our in- 
vestment in shoe trade paper advertis- 
ing has resulted in world-wide accep- 
tance of our line of Colonial Colored 
Patent.” 


Re-elects Officers and 
Directors 


RICHMOND, Va.—Stockholders of the 
Stephen Putney Shoe Company, manu- 
facturers, of Richmond, at their annual 
meeting here, recently, re-elected the 
13 members of the board of directors 
of the company. Immediately follow- 
ing, directors renamed the present of- 
ficers for the ensuing year, headed by 
A. P. Cone, president. 

Other officers include R. W. Williams 
and P. W. Brandt, vice-presidents; H. 
L. Threadcraft, secretary, and A. L. 
Felthaus, treasurer. 

Directors re-elected were: H. H. 
Augustine, C. A. Bain, P. W. Brandt, 
Wilson M. Brown, A. P. Cone, A. H. 
Felthaus, Egbert L. Giles, W. H. P. 
Leigh, Harry C. Martin, H. L. Thread- 
craft, R. W. Williams, E. E. Wilson 
and §S. Putney Worthington. 

Celebrating its 121st anniversary this 
year, the Stephen Putney Shoe Com- 
pany has been in operation in Rich- 
mond since 1817. 





New Manager 


Newport, ARK.—W. T. Jones of 
Jonesboro has been named as manager 
of the shoe department at the P. K. 
Holmes Department Store, here. 
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Ball Players Presented With Shoes 








Cleveland, Ohio—The Stone Shoe Company of this city, each year gains a 


little added publicity for itself when, 


at the annual banquet tendered the winning 


baseball team in the Cleveland Industrial Twilight League, it presents the leading 
batter and winning pitcher with a pair of Wright Arch Preserver shoes. 


The above photograph shows the leading batter and winning pitcher each with 
a pair of shoes presented them with the compliments of E. T. Wright & Company 


and the Stone Shoe Company. 
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WANTED 


one Hindoo Magician 





The Hindoos, they tell us, can throw a rope 


into the air and make it stand on end. But, we'd like to see 


the window trimmer who can make a strap on a sandal 


stand out (without support) as beautifully rounded as it 


is on the ankle. Why try to be a magician? Why continue 


putting shoes into your windows with the straps wilted 


and sagging out of all shape? Why not put your strap shoes 


on Fairy-Forms and give them a chance to sell themselves? 


Yes, why not write for a Fairy-Form price list today? 


S H 0 E F 0 R M C 0 « AUBURN, NEW YORK e UNITED Last co, wna CANADA 


For further facts, call the nearest branch office of the United Shoe Machinery Co. 


Licensed Manufacturing Branches: Northampton, England @ Melbourne, Australia 


@ Paris, France 


@ Frankfurt, Germany 


“Ankle-Hi” 


@ Mexico City, Mexico 





Hold 50th Anniversary 


Banquet 


Boston, Mass.—Approximately 125 
members and guests attended the fif- 
tieth anniversary banquet of the Boston 
Shoe Associates, held Wednesday eve- 
ning, Jan. 26, at the Hotel Lenox, this 
city. This organization, composed of 
shoe travelers who sell the wholesale 
and jobbing trade, when first organized, 
placed its membership limit at 25. Sub- 
-sequently this was increased to 50 and 
more recently to 100. Even with this 
number, however, it was reported to 
the membership, there is a waiting list 
of applicants. 

Preceding the dinner, a business 
meeting was held at which the follow- 
ing officers were elected: 

President, Robert H. Adams; vice- 
president, Kenyon Holly; secretary- 
treasurer, John W. Thornton. 

Board of governors: Elmer E. Pow- 
ers, Emory Gronvold, Moses Ellis, 
Charles Bangbaum and J. P. Hurd. 

This is Mr. Adams’ third term as 
president. ; 


Shoe Plant Damaged by Fire 


FREEPORT, ME.—The H. E. Davis 
Shoe Co. plant, operated by Colgate 
Shoe Co., was damaged by fire with a 
loss of $3,000 recently. Hyman Lerman, 
of Portland, is owner of building and 
plant. 


Reinhart Named Wizard 
Sales Director 
St. Louis, Mo.—J. B. Reinhart, Jr., 


has recently been appointed director of 


J. B. REINHART, JR. 


sales and advertising by the Wizard 
Company of this city. 

Mr. 
Wizard Company since Jan. 1, 1933, 


having joined that organization after 
graduating from Washington Univer- 
sity, St. Louis, in June, 1932. His first 
year with the company was spent in 
traveling the states of Texas, Oklahoma 
and Arkansas. In January of 1934 he 
came into the executive offices and took 
charge of sales promotion and adver- 
tising. 

Mr. Reinhart is ranked as one of the 
industry’s up-and-coming young execu- 
tives and his efforts have been largely 
responsible for the steady growth in 
Wizard sales. 


H. L. Nunn Appointed 
to State Board 


MILWAUKEE, WIs.—H. L. Nunn, pres- 
ident of the Nunn-Bush Shoe Co., has 
been appointed to the advisory council 
of the new State Department of Com- 
merce by Gov. Philip F. La Follette. At 
present, 17 business men have been 
named to the council, but the Governor 
has indicated he will name eight more 
to bring the total to the maximum num- 
ber stipulated under the act. 

Function of the department, created 
by the special session of the Legislature 
last Fall, is to aid industry and com- 
merce in their problems and to help 
bring new business to the state. The 
Legislature appropriated $75,000 for 
the department until 1939, at which 


Reinhart has been with the time the Legislature will decide whether 


to continue it. 
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Buy THis Book 
New, Enlarged Edition 


MORE QUICK HELP FOR SHOE RETAILERS from 
the only book of its kind; an encyclopedia of practica- 


Not a theory in this book—all tried and true... 
NOT just another shoe book, but offers the shoe mer- 
chant in addition to the 123 specific shoe promotions, 
the best ideas from almost the entire retailing field 
for instant adaptation to his particular requirements. 


“2800 RETAILING IDEAS” 


enables you to get into action from the hour 
= reaches your hands. Concise, all ‘“‘meat,” it 

is ten books boiled down into one—a time-saver 
for the busy merchant, a reminder of important 
details ; the most economical promotion you can 
buy. Some of the 39 LONGER CHAPTERS— 


Ideas for Shoe Selling, Display, Stock-keeping 
Advertising Ideas 
Prize, Discount and Gift Ideas 
Unusual and Miscellaneous Ideas 
Management and Economy Ideas 
Merchandising Ideas 
Employer-Employee Ideas 
deas That Make Stores More Attractive 
Ideas That Attracted Christmas Crowds 
Ideas for Merchants Who Get Together 
Ideas to Attract Children 
39 Longer Cash, Credit and Collection Ideas 
nniversary e deas 

Chapters Spring and Summer Ideas 
355 00 Voting Contest Ideas 

Mailing List Ideas 
Dollar Day Ideas 


33.00 Mother’s Day Ideas 
444 Hosiery Ideas 


More than 2800 ideas, ten for a cent; 
one used more than pays for the book. 
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order 


BOOT AND SHOE RECORDER 


New York, N. Y. 


239 West 39th Street 





ble, workable ideas for the experienced merchant. 


- 
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New Edition Now Ready 
1938 


Directory of 


Shoe Manufacturers 


35th ANNUAL EDITION 


Flexible Leather Binding, Fits Vest Pocket (23/4 x 51/2) 
Many More Changes Than Ever Before 


$2. OO 59:7 
ORDER TODAY 


AMERICAN SHOEMAKING 
683 ATLANTIC AVENUE 
Tel. Liberty 0190-0520 








BOSTON, MASS. 














Chain Store Efficiency 


records are made available 
to independent retailers in the 


Recorder’s Stock Record System 
(either in cards or book form) 


Samples on Request 


MERCHANT’S SERVICE DEPT. 
209 So. State St., Chicago, Ill. 




















New Polish Company 


Brockton, Mass.—Organization of modernized quarters on the North on the second floor of the Caswell Build- 
Brock Chemical Co., Inc., to manufac- PJankington Avenue side. The store’s ing, has moved to store No. 312 on the 


ture a complete line of dressings, pol- new front is of two-tone tan glass. 


ishes, repairers and spray finishes for 


ly located on the West Wisconsin Ave- 
nue side o:? the building, has moved into by M. J. Hackett and formerly located 





Dr. A. Reed’s Shoe Store, managed 


third floor of the same building. 





the shoe factory trade is announced by 
John J. Brock, who recently resigned 
after thirty-five years as manager of 
C. S. Pierce Dressing Company, Brock- 
ton, Mass. Mr. Brock, who has de- 
veloped many outstanding finishes now 
widely used by shoe manufacturers, will 
be associated in the new business with 
his son, J. Anson Brock, president of 
the corporation, who for the past ten 
years has worked with his father along 
similar lines. 

The corporation has leased about 
5,000 square feet of space on the first 
floor of the Conrad Building, formerly 
the Crossett Shoe factory, at North 
Abington, Mass. Products, including 
several specialties now being introduced 
to the shoe manufacturing trade, are 
being marketed under the trade name 
“Brock B-Line.” 


Stores Moved to Modern 


Quarters 


MILWAUKEE, Wis.—Modernization of 
the Caswell Building, in downtown Mil- 


Feature Shoes for the Occasion 
























waukee, at an estimated cost of $75,000 Casper, Wyo.—This attractive window display was used recently by Phil Woods’ 


has resulted in the moving and remodel- 


Shoe Store, here, to promote shoes for morning, afternoon 


evening wear. 


ing of several of the stores occupied by % 
ches firma th the teliding. Shoes were arranged according to style and use together with hosiery and hand: 
The Health Spot Shoe store, former- 





bags to match. The results were very gratifying to the store, not only in added 
sales but in general interest to the customers. 
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Style and comfort plus savings for your customers 


Now Air-O-Pedics are priced to retail at $6.50. These famous shoes 
formerly retailed at $7.50 and $8.50. Yet. . . Air-O-Pedic quality, 
fine workmanship and patented scientific construction remain the 
same. Nothing has been changed but the price. Made of speciclly 
selected materials in more than 75 welt styles in stock. With this new 
price policy, you can offer women who come into your store the 
same fine Air-O-Pedic style and comfort, plus a substantial saving. 





Faster turnover and profits for you 


The mark-up at $6.50 provides you with a liberal profit that makes 
it well worth while carrying the Air-O-Pedic franchise. ... And this 
new low, popular price means a wider market, greater sales and more 
repeat business. Take advantage of these fast turnover possibilities! 
Stock Air-O-Pedics, promote them, and increase your spring profits. 








WRITE FOR INFORMATION AND CATALOG 





Air-0-Pedics help you build business hecause they have 
1. Nine famous scientific features that give perfect walking comfort. 
2. A popular price with a mark-up that builds ‘profits. 


3. Over 75 welt styles and complete stock service that insures 
prompt delivery. 











© Visit us at the Middle Atlantic Shoe Retailers’ Convention, 
Benjamin Franklin Hotel, Philadelphia, Pa., Rooms 519 and 520 


Above are some 
of the Air-O- 
Pedic gabar- 
dines for Spring. 


1328 Broadway, New York City 


Al R- ) " p 7 f) [ -- BROCKTON, MASSACHUSETTS 
! 


189 W. Madison Ave., Chicago 
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Men's Shoes 
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GREAT EASTERN SHOE CO. 
186 LINCOLN STREET 






EAST WEYMOUTH, MASS., U.S.A. 





ON DISPLAY—ROOM 353 


February 13, 14, 15 
Benjamin Franklin Hotel 


Men's Fine Shoes 


HINE & LYNCH SHOE CO., Inc. 
142 Duane St., New York City 
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Wallace Named Jarman 
Sales Manager 


NASHVILLE, TENN.—The appointment 
of John C. Wallace-as sales manager 
of the Jarman Shoe Company, division 
of General Shoe Corporation here, was 
announced by Maxey Jarman, president 
of the corporation, recently. 








JOHN C. WALLACE 


Mr. Wallace, a resident of Nashville 
for the past 15 years, has been con- 
nected with the Jarman Shoe Company 
since 1925. He was employed in the 
office for three years and had been sales 
representative of the company in Mis- 
sissippi, Alabama and Louisiana since 
1929. 

Following the appointment of Mr. 
Wallace as Jarman sales manager, 
Horace Beaven, Nashville, and James 
Johnson, Columbia, Tenn., were added 
to the Jarman sales force. Mr. Beaven 
had been in charge of correspondence 
for the General Shoe Corporation and 
Mr. Johnson had been a sales represen- 
tative of the Belle Meade Shoe Com- 
pany, another division of the corpora- 
tion, manufacturing shoes for boys. 

J. F. Burns, former Jarman sales 
manager, is now sales representative 
of the Edgewood Shoe Factories divi- 
sion of the corporation in Ohio and 
Michigan and will assist in the sales 
expansion of that division. 


E. H. Leeker Joins 
Stensgaard Associates 


CuicaGco, Inu.—-E. H. Leeker, for- 
merly display manager of The Hub, 
Henry C. Lytton & Sons, Chicago, is 
now associated with W. L. Stensgaard 
& Associates, Inc., in the sales depart- 
ment. 

Mr. Leeker began his work in the 
display field in Toledo, Ohio. He was 
display manager for two years at S. L. 
Bird & Sons, Detroit, Mich. 
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SHOES 


never fail to thrill a 
youngster—especially if 
they're Mrs. Day's 
Ideals. Styled and 
constructed by a spe- 
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footwear, they have an 
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all mothers. 
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juvenile shoes find 
them not only profit- 
able but excellent 
builders of new busi- 
ness. 
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In 1920 Mr. Leeker took the position 
of display manager at The Hub, Henry 
C. Lytton & Sons, Chicago. During the 
past 17 years he has been recognized 
by leading manufacturers and mer- 
chants as one of the outstanding dis- 
play managers in the country. He ob- 
tained notable results in store planning 
and building in the expansion program 
of The Hub, Henry C. Lytton & Sons’ 
five stores. He also gained recognition 
through his work in developing and de- 
signing of the “Store of Tomorrow” 
at the Century of Progress in 1933. 

Mr. Leeker’s long experience in the 
display profession in addition to a com- 
plete knowledge of merchandise presen- 
tation and store planning will prove of 
great value in his new association with 
the W. L. Stensgaard organization. 





Onco Transfers Head Office 
to New York 


New YorK—The Brown Company 
has transferred the executive offices of 
its Onco Division from Portland, Me., 
to the company’s offices in the Graybar 
Building, 420 Lexington Avenue, New 
York. The company will continue its 
present regional offices for Onco sales 
in Boston, St. Louis and Portland. 

Brown Company is at present pro- 
moting its new Onco “Comfort Depth” 
innersole, which, it is reported, is creat- 
ing tremendous interest in the shoe 
trade. 
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Obituaries 


Nathan Weiner 


New York — Nathan Weiner, 36, 
member of the firm of Stix, Altman & 
Weiner, women’s shoe manufacturers 
of Cincinnati, Ohio, died at the St. 
Moritz hotel in New York, on Thurs- 
day, January 27. Mr. Weiner’s home 
was in Cincinnati but he was in New 
York on business when he contracted 
the illness that resulted in his death. 

Mr. Weiner’s original home was New 
York. He was raised in the shoe busi- 
ness as his father was a shoe manu- 
facturer in Brooklyn, N. Y., years ago 
under the firm name of the Bernard 
Shoe Co. 

He was one of the first New York 
shoe men to go West and his first posi- 
tion there was with the Rice-O’Neill 
Shoe Co. in St. Louis. Later he joined 
the Paramount Shoe Mfg. Co. of the 
same city and finally was with the Roth 
Shoe Co. of Philadelphia, Pa., before 
going into business for himself. 

Funeral services were held from the 
Central Funeral Chapel and interment 
was in the Riverside Cemetery in New 
Jersey. He is survived by his wife and 
one child. 


R. G. Blane 


CLAREMONT, N. H.—Raphael G. 
Blanc, 55, formerly associated with the 
United Shoe Machinery Corp. in Lynn, 
Mass., before becoming employment 
manager of the Sullivan Machinery Co. 
here, a number of years ago, died re- 
cently in a local hospital. 

He had served as chairman of the 
Monadnock Park Commission and the 
Claremont Playground Commission and 
was a former member of the Claremont 
School Board. 


Ernest Nadreau 


NasHua, N. H.—Ernest Nadreau, 55, 
prominent in shoe manufacturing cir- 
cles, succumbed to a heart attack Jan- 
uary 25. Mr. Nadreau was formerly part 
owner of the N. and P. Shoe Manufac- 
turing Company and later foreman at 
the J. F. McElwain Shoe Company. 
More recently he had been associated 
with the H. H. Brown Shoe Company of 
Worcester, Mass., although still resid- 
ing in this city. 





Correction 


On page 48 in the January 15th issue 
of the Boot and Shoe Recorder, it was 
stated that C. F. Wilton purchased the 
Buster Brown Shoe Store in Yakima, 
Wash. This statement was erroneous as 
Mr. Wilton is an officer and stockholder 
of the Wilton Shoe Company which was 
the purchaser of the store. This com- 
pany also owns the store at Lewiston, 
Idaho, and Walla Walla, Wash. 
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BASE STA-TITE CORE 


U. S. Pat. No. 1,998,988 





PANTHER PANCO CO. 
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TOLMAN- DAVIDSON 
—ADVERTISING PRESS, Inc 
113 Lincoln Street, Boston. Mass 
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FOR SHOE RETAILERS 
WHOLESALERS AND MANUFACTURERS 
WRITE FOR SPECIMENS AND FULL DETAILS 
TOLMAN PRINT, Inconporaten 


UNIVERSITY PRESS 
CAMBRIDGE MASSACHUSETTS 


























Butterworth Joins Rosenthal 
& Doucette 


New YorkK—William Butterworth, 
formerly sales manager of the Martin- 
Weinstein Shoe Co., Brooklyn, N. Y., 
women’s shoe manufacturers, has joined 
Rosenthal & Doucette, Beverly, Mass., 
also manufacturers of women’s foot- 
wear. 

Besides being a well known figure in 
the New York wholesale shoe trade, Mr. 
Butterworth is known for his golfing 
ability, often playing special matches 
at various outings held by the shoe as- 
sociations of New York during the 
Summer. 

His many friends in the trade join 
in wishing him success in his new job. 
















Bird & Sons, Detroit, Mich. 
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McIntire with Shoe Polish Co. 


Boston, Mass.—George A. McIntire, 
recently with the Cambridge Rubber 
Company and prior to that with the 
Air-O-Pedic Shoe Company, is now 
connected with the Osmic Chemical 
Company, Brockton, Mass., manufac- 
turers of shoe dressings. 





GEORGE McINTIRE 


Mr. MclIntire’s territory will include 
the wholesale, chain and department 
stores in New England. His experi- 
ence on the road is very extensive and 
his activities with the shoe shows and 
conventions held in Boston have been 
productive not only of a local, but a 
national popularity. 





Panor Opens New Store 


Des Moines, Iowa—Sol Panor, Des 
Moines shoe merchant for the past 35 
years, has opened a new shoe store at 
the site of a former store of his on 
8th and Locust Streets, to be known 
as the Sol Panor Company. Mr. Panor 
was the first merchant to introduce 
the parlor type of shoe store in Iowa 
when he opened D’Arcy’s. The new 
store, also of the parlor type, features 
shoes ranging in price from $5 to 
$10.50. 

The store has a circular wall-lining 
of prima verra which hides the shelf 
spaces and also provides for hidden- 
lighted display niches. Cases are also 
of prima verra with indirect lighting. 
Walnut arm chairs, upholstered in 
ivory and blue leather, provide for the 
comfort of the customers. Panels of 
ivory and jade silk hangings form the 
background of the window displays. 
Modern lighting fixtures make a well- 
lighted store interior. 

To feature the formal opening, pairs 
of hose were given with each purchase 
and by using the “Inquiring Micro- 
phone” radio skit at the store for 15 
minutes, gave a pair of hose to each 
person appearing before the inquiring 
microphone. Mail advertising to aug- 
ment the announcement, included the 
issuing of 1000 credit cards. 


VANTAN 


perfect leather 


INNERSOLES 


multiply the comfort, 
value, and wearing life 
of any good shoe. 


Specify them on 
your next order! 


FREE OFFERING 


Write to us on your letter-head 
and we will send you a set of 


VanTan coasters . . . Useful for 
protecting furniture and card- 


tables from wet glasses. 


VAN TASSEL LEATHER CO. 
NORWICH, CONN. 
Makers of the famous 

LEATHERPLUS 
WATERPROOF OUTERSOLE 


PPP ™ 














International Awarded 


Shoe Contract 

Boston, Mass.—The International 
Shoe Company of St. Louis has been 
awarded the contract to manufacture 
more than 400,000 pairs of army ser- 
vice shoes for the Civilian Conserva- 
tion Corps. The quantities and prices 
to be paid per pair, as announced by 
the Boston Quartermaster Depot, are: 

One hundred thousand pairs with 
leather soles at $2.28; 100,002 pairs 
with leather soles at $2.33; 125,000 
pairs with composition soles at $2.14; 
and 125,002 pairs with composition 
soles at $2.19. 

In September, 1927, when the last 
contract was awarded for shoes with 
the same specifications, the successful 
bidder was given -the contract at ap- 
proximately 50 cents per pair more. 


New York Retailers Hold 
Annual Party 


New YorK—The annual party and 
get-together of the Brooklyn and New 
York Retail Shoe Merchants Associa- 
tions was held on Sunday, Jan. 30, at 
the International Casino, in this city. 

The affair was a big success with 
many prominent shoe merchants of the 
metropolitan area present. All ex- 
pressed great confidence in the shoe 
business for the coming year as ad- 
vance showings of new styles have al- 
ready met with much approval. 
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Thousands of Shoe Dealers Already Benefitted by 





Scene from ‘‘Experience Points the Way’’ 


shoe business can be buiit. 


213 W. Schiller St., Chicago 


Dr. Scholl’s new Talkie-Movie 


In producing this masterpiece “Experience Points the Way” 
Dr. Scholl has incorporated his 34 years intimate connection with 
the retail shoe business. Today the shoe man is beset with many 
serious problems. To help him remedy these conditions was 
Dr. Scholl’s sole purpose in developing this film. It deals in actual 
facts and conditions and shows how a bigger, better and sounder 


See it! Hear it! If you haven’t already seen it, write for a special showing 
right in your own store. Such a request places you under no obligation. 


THE SCHOLL MFG. CO., Inc. 


62 W. 14th St., New York City 








Features Styles “Five Months Ahead” 





What’s New in Miami Today Is News Up North Next May, 
Says Cowen’s in Ad 


Miami—Burdine’s is featuring a 
beautiful spectator sport cut high over 
the instep. A continuation of the instep 
becomes a strap that buckles around 
the heel. It comes in five color combina- 
tions and all-white, and is of suede with 
patent trim. 

One of Burdine’s highlights is a 
“topsy-turvy” sandal, a whimsical style 
that uses the color of the lining for 
part of the vamp. It comes in all-white, 
white with navy, terra-cotta, Kelly 
green and tan or brown, or all-yellow. 

Supremely comfortable and definitely 
different is a woven sandal oxford with 
natural leather top. It comes from 
Mexico but has been styled in America. 
It has a hand-sewn leather sole and 
wooden heel. 

Another shoe which is making its 
first 1938 showing at Miami is a Selby 
sandal with open-toe effect and cool 
perforations. 

“Brown and white,” says Baker’s, 
and then they show a splendid array 
of 1938 styles in brown and white 
which they believe will be outstanding 
for the 1938 season. 

“Five months ahead of the nation,” 
Cowen’s are predicting tan and white 
as next Summer’s high style. They 
declare “What’s new in Miami today 
is news up North next May.” All their 
tan and whites show a lot of trim and 
fancy manipulation. 

Butler’s, in the opening of their new 
salon, feature new “Flight pumps,” 
which are especially smart. While they 
show many open-toe shoes, they are 
also showing a wide variety of closed 
toes. Two-tones, lattice strapping, 
shankless, fancy stitching, extremely 
high heels, draped vamp and perfora- 
tions are a few of the models they show. 

Mallison prints with matching bag 
are being strongly played up. Prac- 
tically every one of the new models has 
its matching bag. 

The Mark’s Store has a new multi- 
colored doeskin open shank oxford tie 


with medium heel that has met with 
considerable success. One of their high 
fashion shoes is an open-toe pump of 
white doeskin with black patent leather 
trim. They are showing a lot of linen 
with calf trim. More sandal models are 
seen than all others combined. Suede 
in the ombre tones is another promi- 
nent shoe. While multi-colors are still 
being shown here, it is a combination of 
wide stripes, circles or bandings rather 
than the narrow effect of a year ago, 
and there is more pastel multi-color 
than the deeper shades. White remains 
the volume shoe. Practically every shoe 
has a matching bag. 

On Lincoln Road, Milgrim is offering 
an attractive doeskin in white or royal 
blue with patent trim. It is open-toe 
with high perforated vamp, finished 
with a scroll top. Another smart san- 
dal seen on Lincoln Road has parallel 
bands across ball and instep with a 
narrow heel strap, quite different from 
the usual sandal model. 





Northwest Retailers Set 
Convention Dates 


SEATTLE, WASH.—At a meeting of 
the directors of the Pacific Northwest 
Shoe Retailers Association held on 
January 23, it was decided to hold the 
next convention of the association in 
Portland, Ore., at the Multnomah Hotel, 
on May 30, 31 and June 1. Henry S. 
Walters, shoe buyer for the Chas. F. 
Berg store, will act as convention chair- 
man. 





Kadison Joins Longini 


Cuicago, ILL.—Sylvan Kadison, of 
the Chicago Shoe Travelers Association, 
is now covering Chicago and the Mid- 
dle West for the Longini Shoe Com- 
pany. His brother, Barney, also of the 
Chicago association, is covering the 
same territory for the Gale Shoe Com- 
pany. 


| 
HOT OFF THE PRESS! 


Order your free 
copy of the 1938 
Bass In Stock 
Catalog today. 














The new Bass catalog illus- 
trates, in full colors, the 1938 
Bass line of Sportocasins, ox- 
fords, moccasins, boots and 
outdoor footwear for every 
purpose. If you haven't re- 


ceived your copy, write with- 
out delay. G. H. Bass & Co., 
300 Main St., 
Wilton, Me. 


No. 1531. 
Saddle Oxford 
for campus 





a 


G. H. BASS & CO. 


Outdoor Footwear for Every Purpose 
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Simplex Completes 
Remodeling Program 


MILWAUKEE, WIs.—The Simplex 
Shoe Manufacturing Co. has completed 
a $15,000 remodeling program at its 
plant here. Until a year ago, the com- 
pany manufactured both women’s and 
infants’ and children’s shoes. The for- 
mer line has been discontinued and 
production space formerly utilized for 
the manufacture of women’s shoes is 
now being used in the production of 
children’s shoes. The change was made 
in the interests of efficiency and lower 
cost production, it was stated. 
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Flexible, Shape Retaining 


NURSES’ OXFORDS 


Made on the 
New OSCOC 
SUPER PLIABLE 

Process 


IN-STOCK 
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meme, OWENS SHOE Co. 
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Family Shoe Store Moved 


GAINESVILLE, FLA.—The Family Shoe 
Store has re-located and is now at 117 
West University Avenue. They for- 
merly shared the building known as 
the Personality Shop, but now will op- 
erate as an independent organization. 














F. J. Moncey Named Midland 


General Manager 


St. Louis, Mo.—F. J. Moncey, buyer 
and manager of the shoe departments 
of the T. A. Chapman Company in Mil- 
waukee for the past nine years, will 












F, J. MONCEY 


become general manager of the Mid- 
land Shoe Company, St. Louis, on 
March 1. This company operates a 
number of leased departments through- 
out the country, ‘dealing in high-grade 
women’s footwear. 

Mr. Moncey’s outstanding achieve- 
ment in developing and enlarging the 
shoe business of the T. A. Chapman 
Company is directly responsible for 
the opportunity to broaden the scope 
of his operations in handling the Mid- 
land departments. 

Before going with the Chapman com- 
pany, he was buyer and manager of 
the shoe department at the Union Store 
in Columbus, Ohio. 





Men’s Quality Shoes Sell 


Good on Coast 


Los ANGELES, CALIF.—With men’s 
Spring shoes in the better grades show- 
ing considerable action, Stanley F. 
Smythe, men’s shoe buyer in the Bul- 
lock store, is discovering a strong swing 
toward the lighter shades of the calf- 
skins. These colors best contrast with 
the popular seasonable tweeds and 
woolens, he finds. The only exception 
to this is the steady sale of genuine 
cordovans. Reversed calf leathers are 
creating an interesting amount of sales 
interest. The browns and grays are 
both good in this leather, but the bur- 
gundy shade is-making an excellent 
showing, as it goes so well with the 
gray and blue clothes, picking up the 
contrast that the other colors can not 
give. Cinnamon antelope is very good 
for the dress sports wear. All these 
shoes are proving to be very acceptable 
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ELAM'’S 


PRE-WELTS 
A PROFITABLE LINE! 


Because Elam's Pre-Welts are a 
complete line for children, create 
customer satisfaction, give you 
quick delivery, give you good 
mark-up. 





538—Patent Leather 
539—White Elk 


F.S. ELAM SHOE CO. 


176 No. WATER ST. ROCHESTER, N. Y. 


DISTRIBUTORS 
NEW YORK: 439 Marbridge Bldg. 
BOSTON: Lane Bros. 
1S: B. Rosenberg & Sons 
Boston Shoe Co 


CLEVELAND: Krongold Shoe C 











to the large number of eastern visitors 
who abound in the town, as well as to 
the store’s exacting clientele. 





Shows Fall Styles in London 


New YorkK—A formal presentation 
of advance Fall styles is now being 
made to the shoe manufacturers in the 
British Isles by Weinstat Shoe Stylists, 
Ltd., whose main office is at 47 West 
Thirty-fourth Street, this city. 

This inaugural showing is being held 
in the firm’s new quarters which were 
recently leased at 167 Oxford Street, 
London W. 1. Albert Kovats, British 
representative for the company, is in 
attendance. 

Samuel Weinstat, in commenting on 
the group of styles that he has prepared 
for the English trade, stated that he 
had created an outstanding array of the 
latest and finest ideas in American shoe 
styling for the Fall season. 





Good Batting Average 


CLEVELAND, OH10—Hyman Bernstein, 
41-year-old shoe store owner, doesn’t 
like holdup men. Two years ago he 
chased a would-be robber from his 
store. Months ago he captured two or 
three robbers. On January 27 he routed 
three gunmen after grappling with one 
who drew a revolver. Score: Two runs, 
five hits, no errors. 
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same make of shoe. 
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and Want ted 





SALESMAN WANTED 


SALESMAN WANTED 


LINE WANTED 











ATTENTION SALESMEN 


Leading New York house, specializing in stylish arch shoes, spectators, sports and opera pumps, 
instock shoes, the following territories are open: 

State of Ohio—Pittsburgh Territory—New York State west of Albany, ac- 
counts already established. Also Southeastern States. 

Only experienced roadmen need apply, giving full details, age, experience and references. 


NU-WAY SHOE CO., INC., 142 Duane St., New York, N. Y. 








SALESMAN to sell a complete line of chil 
dren’s stitchdown and prewelt shoes to 
volume trade in the Northwest and coast. ‘Must 
travel in_car and work strictly on commission 
Ai et othe particulars in —_, bed 
ve few other territories o 

F-645, care Boot & Shoe. ] Recorder, 239 “Weet 
39th Street, New York, N. 





WANTED—Road salesmen. Due to our vast 
expansion, we are in need A good men 

with road experience. Whea applying, state 

- particulars and ag w. arks Shoe 
,» 41 So. Wells Street, GShicevo. 





SALESMAN (2) for Pacific Coast and South, 
quality line men’s, women’s, children’s soft 
sole house slippers of r eputable house. 

competitive values, straig it commission, write 
full details. Address F-666, care Boot & Shoe 
Recorder, 239 West 39th ‘Street, New York, 





Wa TED—Shoe re a for general line 
olesale house, with experience. Must be 
ecqunianed in Metropolitas Area, N. Y. State 
and Connecticut. Sobel Bros., 150 Duane St., 
New York. 





WANTED: Salesmen traveling States of Idaho, 
Nevada, Utah, Montana, North and South 
Dakota, to carry side line of popular priced 
women’s slippers, sandals and shoes for a 
nationally known manufacturer. Commission 
basis. P. O. Box M—South Norwalk, Conn. 





SALESMAN wanted to carry a nationally 
known line, in stock proposition of athletic 
footwear, riding boots, work shoes, moccasins, 
rubbers, tennis. Territories open are New York, 
Long Island, Westchester County, Pennsylvania, 
New England States, entire South, Middle 
West, California. Must have experience and 
following. Drawing account against commission. 
Address F-665, care Boot & S oe Amst 239 
West 39th Street, New York, 





POSITION WANTED 


SHOE BUYER OR DEPARTMENT MAN- 
AGER. Experienced—Ability to produce. 
Know how to merchandise shoes, all branches. 
[hone and St. Louis experience. Ry 4 
GOACHER, 7616 CARLETON AVE., UNI- 
VERSITY CITY, MO. 
SALESMAN, age twenty-seven, ten years slice 
experience, four years as manager, desires 
position with store or department. Address 
Murray, 718 North 35th, Fort Smith, Ark. 











GALASMAN with 1 olecalie experience in man- 
ufacturing and w lesaling of shoes desires 
line of women’s novelty shoes preferably retail- 
ing at $5.00 to $8.50. Knows shoe business 
from every angle. Is well acquainted with re- 
tailers, d t- store buyers, chain store 
buyers in middle west and middle Atlantic 
states. Home in New York. Prefer covering 
middle Atlantic territory where I know I can 
build a real business for right manufacturer. 
Best of references, Address F-659, care Boot 

Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





POSITION WANTED 





D2 you need a live-wire shoeman. Can buy, 
promote and manage at a profit. Can 
handle complete line of men’s, women’s and 
children’s shoes—all grades. n_systematize 
stock, also help window trim. Department, 
chain and specialty store experience. Salary 
secondary. Will go anywhere. Address F-643, 
care Boot & Shoe — 239 West 39th 


Street, New York, 


BUSINESS OPPORTUNITY 

















GREATER PROFITS 
for the 
SHOE MERCHANT 


We have a service that will prove 
interesting to every shoe mer- 
chant. It builds up repeat busi- 
ness-—brings new customers to 
your store and eliminates losing 
customers through shoe com- 
plaints. With is service you 
will also be able to increase the 
efficiency of your sales force. 
Write for full particulars. 


PRACTIPEDIC INSTITUTE 
2131 N. 44th St. Milwaukee, Wis. 




















FOR RENT 


MODERN Store 24 x 100. Low rental. 100% 

location, town of 5,000. Industrial center 
close to Charlotte, N. C. Ideal for Shoe or 
~— department store. Refer to Sol. Schulman, 
yiva, 








FOR SALE 


AMILY shoe store, located in New Jersey, 
town of 6,000, ee nationally adver- 
tized lines, fine opportunity, reason for selling, 
death of husband. po mma F-654, care Boot & 
Loved 5 aa aa 239 West 39th Street, New 
or 








XPERT ithority on Juvenile Shoes wants 
line of Children’s and Growing Girls’ health 
shoes to sell, promote, and demonstrate. 7 
Southern territory. Address F-664, care Boot 
; 4 wey 239 West 39th Street, New 
or! 





FOR SALE 


Most beautiful Shoe Store in Florida trad- 
ing area over 300,000. New building, cheap 
rem. All or part of stock. Make g 

reliable party. Reason, death in family. ‘Ad: 
dress F-611, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. 








FoR SALE—Family Shoe Store located Western 


Michigan. Established Forty years, fine lo- 
cation. Quality merchandise. o trades. Ad- 
dress F-663, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. 





SHOE STORE WANTED 


HOE STORE WANTED. City or Country, 
write full information. CASH transaction 
considered if price is reasonable. Address F-651, 
care Boot & Shoe Recorder, 239 West 39th 


Street New York, N. Y 








WANTED TO PURCHASE 








WE BUY 

Bate or Surplus Wholesale and Retail 

Also Branded Shoes such as 
Waik-Over, ane ee Vital 
tonians, Stetson, Red 2 at, Nunn on Bush, Bte. 

IRVIN RUBIN 

“The House of Jobs” 
898 Reade St., Cor. Church 

Phone Barclay 7-7887 New York City 








Buyers of Surplus Stocks 


We will lus or entire stocks ef shees 
from man A Bag RH retailers. 


QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 

















mum 
When 
address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
a box number is desired twelve words should be added for the address. 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 


Classified advertising is payable in advance. 
&S Advertisements for this page must be in our New York office on Friday of the week preceding publication. “@eg 


In all other cases each word of the 
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WANTED TO PURCHASE 








SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 
BARIS SHOE COMPANY, Inc. 
79-81 READE STREET, NEW YORK, N. Y. 


Telephone WORTH 2-5180, 518! 














MERCHANTS’ NEEDS 





DR. PYLES FOOT OSCILLATOR 





The } Most Remarkable Contribution | oa on nae retal in 
‘ecent years. ‘e your store ou 
Install a Dr. Pyles ‘oot 
and watch your 


Oscillator, 
sales ‘Jump Ahead.” 
to your tom: 


orgs 


Can be operated by customer or clerk with simplicity, 
operating co costs less than 1¢ per 
Price $38.50, F.0.B., Stockton, California. 
Sold on satisfaction or money refunded guarantee. Write 
for full details of special offer. 
THE VI-PED-EX CORP. STOCKTON CALIFORNIA 








Overcoming Your 
Real Competition 
[CONTINUED. FROM PAGE 26] 


visioned by each consumer. If more 
pressing need is felt for goods or ser- 
vices other than yours, you are not on 
the list. 

Today’s conditions impose more 
weight to the competition you overlook. 
Indirectly, you have helped build up 
the strength of this new force against 
you. You are stressing what many 
shoemen who made your industry 
would call “nonsensical” ideas. 

Many of your skeletonized, “strip- 
tease” sandals, fabric draped whim- 
sies have a place as novelties but can- 
not be expected to establish any steady 
patronage (an abused heritage of suc- 
cessful shoe retailing). They tend to 
cause women to feel that today’s crop 
of shoes has a high composition of non- 
essentials. 

One thing you can do, and many will 
before it is too late, is to dramatize the 
staple of the shoe business. The frothy 
styles will take care of themselves but 
the expenses of operating a store can be 
met only by rendering a fitting service 
and selling basic shoes which do some 
good for the feet. 

Shoes must be “foundation” articles 


1938 


of the wardrobe. They are utilitarian 
first. They cannot be jauntily worn as 
millinery is. The body depends upon 
the shoes. Therefore, if shoes are 
offered which assume some of the style 
aspects of the so-called crazy hats, the 
need for new footwear is decidedly 


“lessened. 


Frivolous thoughts in design at best 
appeal only to a trifling minority, and 
they occupy too much room today in 
retail shoe promotion. Colors, too, 
which only a handful of women can 
affect get more attention than the es- 
sential shades. 

Proper emphasis must be placed on 
store service; the ability through ex- 
perience and stock selections to pro- 
vide footwear that fits, supports and 
dresses the foot in conformance with 
accepted ideas of fashion. More educa- 
tion, more style stress and more benefit 
should be in order for shoe sensibility. 

Footwear each season should be pro- 
moted on the basis of rational needs. 
Instead of trying to sell two or three 
pairs of different colored, “strip-tease” 
sandals to the same customer on the 
same last, better shoe business would 
accrue if that woman included in her 
wardrobe properly fitted low-heeled 
walking shoes in different leathers and 
colors for partial wear each day, to 
ease muscular strain; with one or more 
pairs in moderate height heel patterns 
in popular shades for general dress 
use. 

These are considered the essential 
shoes. Promote these types as vigor- 
ously as you now do the short-lived 
styles and you will be educating women 
to proper shoe needs. Sensible needs 
that cannot be so easily sidetracked by 
the other fellow’s competition for the 
spending money in the consumer’s 
pocketbook. More important, such sell- 
ing will restore more of the steady 
patronage to a business. The fancier 
shoes get, the more a woman’s fancy 
will lead her from window to window. 

This is no brief for conservatism nor 
for moderate types to the exclusion of 
the novelties of the day. The example 
referred to merely is one of many illus- 
trations whereby shoe merchants can 
strengthen their attraction for the 
diminished portion of the consumer’s 
spending allowance and better meet the 
competition from other quarters. 


Predicts All-White for 
Spring Shoe 

New ORLEANS, La.—dAccording to 
Ralph P. Levey, manager of Pokorny’s 
shoe store, “men’s shoes will be heavily 
perforated and ventilated this Spring, 
with all-over white more popular than 
ever. After Mardi Gras they will make 
their appearance and the rest of the 
nation will sit up and take notice for, 
outside of Florida, New Orleans is 
looked upon as a center of sports 
styles. What we wear here in March 
is a keynote of what will be worn up 
North and East after May.” 
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MERCHANTS’ NEEDS 


ve 


WRITA 





SINAN 
MSI SONIC 
HOW FREE SAANPLE 


—If you advertise in newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 


A monthly matrix service of carefully 
written copy, photographs and beauti- 
ful art work for direct mail and news- 
paper advertising. 


Vincent Edwards Idea Clip- 
ping Service 

Actual newspaper tear sheets of ads 
of shoe stores; you select the exact 
stores and cities you want to see, or 
leave the selection to our advertising 


peal Advertising at Home 

Advertising is an interesting study and 

prepares you to write more effective 

letters: to acquire a larger vocabulary: 

to comprehend the sales and merchan- 

be gritaly I, of a business, and to 
e' itely in a [neem te recom- 

t ideas. 





VINCENT EDWARDS & CO. 


World’s largest advertising service 
organization 


342 Madison Avenue, New York City 

















Survey Shows All White 


Most Popular 


MiAMI, FLor1ipA—The opening of the 
Hialeah race track this season, brought 
together a gathering of some fifteen 
thousand spectators which represented 
a cross section of America. 

A careful survey of the shoes worn 
by the best-dressed women showed an 
overwhelming percentage of all white 
and this was carried into the bag. 
While fully one-third of the spectators 
wore white, it was white with bright 
accessories, the hat and accessories giv- 
ing the color touch rather than the 
shoe. There were plenty of colored 
shoes seen but not in the same propor- 
tion as white. 

Miami merchants have been report- 
ing a demand for white and brown and 
this was emphasized at the track. 
Many of the best dressed women lunch- 
ing in the club dining room, on the ter- 
race and in the patio, were wearing 
white and brown shoes. This was par- 
ticularly true with the all white cos- 
tume but was also seen with the light 
pastels which are outstanding. 


G. L. Seifert Named 


Bank Director 


BuFFALO, N. Y.—George L. Seifert, 
well-known shoe retailer and former 
president of the Buffalo Shoe Retailers 
Association, was elected a member of 
the board of directors of the First Na- 
tional Bank of Kenmore at its annual 
meeting. 
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Manufacturing Outlook 


Brighter 


Derry, N. H.—The shoe-manufactur- 
ing picture has been brightened here 
with announcement that within a few 
days the Klevin Bros. Shoe Co., Inc., 
composed of men with years of experi- 
ence in Massachusetts, will start opera- 
tions in the former Progressive build- 
ing on Maple Street. 

Engaging approximately 29,000 
square feet of space in three floors and 
the basement of the building, the con- 
cern has already installed machinery 
and has so arranged that expansion of 
production may be attained with a 
minimum of delay. About 100 em- 
ployees are planned for a starting pro- 
duction of 25 cases of shoes daily. As 
soon as conditions warrant, 300 opera- 
tives will be at work, it is said. 

Louis and Paul Klevin, brothers, and 
Samuel Gass, who have long been iden- 
tified with shoe manufacturing in Lynn 
and Lowell, Mass., are members of the 
new firm. 

Meanwhile, a 10-week shutdown has 
been ended by the Miller Shoe Co., 
where 200 are expected to be employed 
soon, according to Manager Philip 
Clayman. 

Daily production of about 110 cases 
of shoes, with the outlook for the future 
“promising,” is reported by L. B. Gal- 
lant, president of the Chelmsford Shoe 
Co., where approximately 400 are on 
the payroll. 

The Frederick Shoe Co., operated by 
Frederick Cohen, reports an average 
daily output of nearly 25 cases by 
around 100 workers. 





Displays Ski Boots 
at Sport Events 


CHIPPEWA FaLis, Wis.—The Chip- 
pewa Shoe Manufacturing Co., makers 
of Winter sports footwear, in co-opera- 
tion with the Chippewa Woolen Mill, 
is displaying its line at all ski tourneys 
and Winter carnivals in Wisconsin and 
Minnesota this season in an automo- 
bile trailer equipped with a public 
address system and phonograph ampli- 
fier which is used for announcing the 
entries and winners of the various 
events. The trailer has been attracting 
considerable attention at the various 
Winter events and is under the direction 
of Walter Hanson. 





Shoe Club Holds Banquet 


CLEVELAND, OHIO— The May Com- 
pany Shoe Club, made up of clerks in 
the women’s and children’s shoe depart- 
ments under Floyd A. Page, buyer, 
held a dinner dance at Hotel Statler on 
January 15 in honor of the club’s first 
anniversary. Over 100 couples were 
present. A two-hour floor show preceded 
the dancing to Louis Ormandy’s orches- 
tra. Rudolph Seibel, secretary of the 
club, was in charge of arrangements. 
The organization is purely social. 








- 
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Style 6109 \. Style 1164 





Style 527 Style 6112 


Bacx in the days “when Mother This is due to the traditional Zulick trait of 


was a girl’ the name Zulick stood being alert in adopting every known method 


for smart styling and exceptional for improving the quality of Zulick shoes. 


value in children’s shoes. There Naturally, a firm like Zulick was among the 


has always been the freshness of very first to make Compo Shoes for children. 


youth in their styling, and the Today these shoes are sold in increasing vol- 


excellent wearing quality which ume in many of the leading and best-known 


appeals to budget-minded pa- stores where the needs of growing feet are 


rents. And through the years © given the special attention they deserve. 
AS 

this famous line has become more S on 

and more firmly established in \ 

ee nen. Shoes by J. S. ZULICK & CO. 





Orwigsburg, Pa. 
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erever there's a Gocich of summer, women the world 
over select the sparkling, always smart accent of 


lorful costumes. Retailers everywhere admit, at 
“of every white season, they could have sold 
om any more pairs of shoes in white LEVOR kid if ample 
P stocks had been ordered. 


YORE "THES WHITEST WHITES” 





a 








brilliant white kid shoes...most dramatic in all-over use: 
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NEED 


the most shoes 


g 
Successful shoe retailers have 
long realized the value of chil- 
dren's business. A man buys two 
or three pairs of shoes a year. Women rely 
largely on their purses and buy as often as 
they can. But the little folks know no changes 
in either seasons or styles! 
The youngsters always seem to need shoes. If youre a fam- 
ily man, you know that well enough. Their active days, their 
constant growth, their continual rushing and running around 
keep mothers and youngsters on a steady: parade into the 
shoe stores of America. 
The Endicott Johnson stitchdowns pictured here will be a 
source of constant profit to every “family” shoe retailer. They're 
sturdily made of fine leathers throughout, and built over lasts 
designed by experts to give comfort to growing feet. The 
low prices give you a matchless opportunity to offer the kind 
of shoe values that every mother wants. 











ENDICOTT JOHNSON 
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5614—Infants’ and First Step White 
Elk Front Strap, Stitchdown. Sizes 
2/8 


5615—Same'in Black Patent....... 75 
$616—Same in Red Patent........ 75 


5621—Infants’ and First Step White 
Elk Oxford, Wing Tip, Stitchdown. 


RPM Or eh ot ON ot aerate 75 
5622—Same in Gun Metal........ 75 
5626—Same in Brown Side........ 75 


2150—Misses’ and Child's White Elk 
2-Buckle Front Strap, oak sole, Stitch- 


down. Sizes 8'2/3.............. 75 
2151—Same in Black Patent....... 75 
2152—Same in Red Patent........ 75 






ENDICOTT, N. Y. 





e ST. LOUIS, MO. 


1938 





2154— Misses’ and Child's Black Pat- 
ent Front Strap, oak sole, Stitch- 


down. Sizes 814/39 ...........5058 75 
2153—Same in White Elk......... 75 
2155—Same in Red Patent........75 


2105—Misses’ and Child’s White Elk 
Moccasin Oxford, Rubber Sole and 


heel. Stitchdown. Sizes 81/,/3...95 
5093—Same in Brown Elk......... 95 
5098—Same in Bleck Elk......... 95 


2164—Youths’ and Little Gents’ White 
Elk Oxford, Wing Tip, imitation fox- 
ing, Sheep Quarter Lined, Surewear 
sole, Stitchdown. Sizes 81/,/3....95 


2163—Same in Black Elk, Grey 
Stitched 


2162—-Same in Brown Elk. 
Stitched 


Blonde 
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Rubber 


2106—Same in Brown Elk, 
Sole 
2107—Same in Black Elk, 
Sole 
2517—Girls' White Elk Oxford, Brown 
Vamp and Quarter Overlay, Crepe 
sole and Anti-trip heel. Stitchdown. 


Rubber 


SHAOM AG se ccseccteaseusceus 1.45 
2516—Same in all over White Elk 
1.45 


2523—Girls’ White Elk Snap on Kil- 
tie Tongue Oxford, Brown Kiltie 
Tongue and Quarter Panel, Crepe 
sole and Anti-trip heel. Stitchdown. 
SaGee Aes oS oo Sevag yore a ws 1.45 
2522—Same all over White Elk. .1.45 


2524—-Same all over Brown Elk. .1.45 


e NEW YORK CITY 


See eer ree 
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a patent 


ther 6 
Colonial Black 


prown® that 


e newest 


con’ iV 
‘ surely 


e—im palter - 
5th Vogue 





eae 


_ Palter De Liso niokatl 


. 


BLACK MAGIC 





WITH COLONIAL BLACK parent 
AS the one perfect toil for all this season's day tine volors the great designer has 
selected black Colonial Patent. His magic shows vou black at its suave and brilliant 
best in five new sandal. aud pumps sparkling with highlights, » + Here they are: 
peVice WINDOW (top. right) — peeping-toe pump with high satanic back: Bul BLET 
(middle, right) — An airy scroll-desivn sandal with high-qut silhouette: PmENZE (bot- 


fam, right) — An open sandal with belt-steap fastening: cameo Cop, left) <A new 





V.throal “softie™ prunp with patent leather bow; constcs (bottom, left) — A Valter 
: : ‘De Lise Fla * step-in sandal... (@ Rieu eS: Patent Office.) - 
COLONIAL TANNING COMPANY, BOSTON, MASS. ° Woe ee 
Sige ioe. yolore, patent leather shows in ; tisk to see th resort B 0 Nn W l t Te | [ er Se ae 
styles made by Palter We Liso'in Colonial Colored Patent. ce 
E i? ; 


PITH AVESOL AT PIETY SINTH SPL Ne YOuK 


“osesstecee 
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Thoroughly Sound 


IN PRINCIPLE 






LITTLEWAY 
LOCKSTITCH That is the outstanding 


PROCESS 






reason for the consistent 





increase in sales of Little- 







way Lockstitch Shoes — 






regular construction or 


Sbicca-Delmac. 









~ a a oo” 





SBICCA-DELMAC 
LOCKSTITCH PROCESS 


with WAC UNISHANK 






LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON. MASS. 
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LET THESE SMART BALL-BAND 


Sumy 


TEP UP YOUR 


SUMMER PROFITS 


Smart comfort for wearers... Extra pair 
profits for you... These colorful, trim-tfit- 
ting BALL-BAND Summerettes will step 
up your summer profits. They are care- 
fully built: of superior materials, over 
special lasts and in authentic styles that 
delight the eye as well as the feet. 
They come in white, navy, rust, cardi- 
nal, canary. forest green, brown. and 
black in attractive combinations. They 
are priced so moderately that many of 
your customers will want several pairs 
to wear with various costumes, and the 
fine BALL-BAND reputation and famous 
Red Ball trade-mark will help you build 
good will for your store. 

BALL-BAND salesmen are now showing 
samples of these smart new shoes. May 
we suggest that you hold your order for 
spring and summer 1938 until our sales- 
man calls. Or if you want immediate 
information write for price list. 


MISHAWAKA RUBBER & 
WOOLEN MFG. CO. 


280 Water Street. Mishawaka. Indiana 

















FOOT RESTS 





ARLENE 


B 1013—Blue gabardine, blue patent trim. 
17/8 heel. AAAA to B $4 


B 1015—Black gabardine. black patent, 
trim, 17/8 heel. AAAA to B.. $4.1 


ANNE 
Step-in 


B 1095—Black gabardine, 18/8 boule- 
vard heel. AAAA to B $4.00 


B 1205—Blue gabardine, 18/8 boule- 
vard heel. AAAA to B $4.00 


B 1122—Gabardine two-tone, brown and 
beige, 18/8 heel. AAAA to B. .$4.00 


B 1264—Gabardine, two shades of blue, 
$4.00. 


18/8 heel. AAAA to B 








Foot Rests give you everything 
your customers seek tn foot- 
wear...the things you need 


if 


to make sales and prout. 
High Styling. 


t- Spot Comfort features with 
real merit: 
Heel Cushion; Rolled | 


tarsal Cushion, Snug Ee 


Quality backed ‘by integrity 


over O8 years. 
National Advertising. 
Popular price range 


Littleways and welts 


- ( omplete Stock Department. 





22 Million Ad4 


for Spring Alone 








IN STOCK 





B 1251—Blue gabardine, blue calf trim, 
18/8 heel. AAAA to B $4 


B 1252—Black gabardine, black patent 
trim, 18/8 heel. AAAA to B.. $4.10 


GOTHAM 


B 1247—Black gabardine, patent trim, 
18/8 heel. AAAA to C....... $4.10 


B 1248—Blue gabardine, blue calf trim, 
18/8 heel. AAAA to C $4.10 


ESTHER 
Soft toe 


B 1071—Rust buccaneer, unhned. 1342/8 
heel. AAAA to B.. $4.1 


B 1213—Blue buccaneer, unlined pe! 
heel. AAAA to B.. . $4 











